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Whatever your business language,^ 
WGAL-TV translates it into sales 

Channel 8 speaks the language of the people 
in its widespread multi-city market. Viewers 
listen, understand, and respond. To provs 
it, Channel 8 telecasts sales messages 
for practically any product you can name. 
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19 All industry talks cure for clutter 

Association of National Advertisers hosts 4A^s, NAB 
Code Board and others in talk sessions to discover 
common ground on which to tackle clutter problem 

ADVERTISERS 

21 Why Rambler likes NBC's /Monitor' 

American Motors rides with NBC's 'Monitor and 
radio network news throughout the shakeup 
decade of automobile compact-car production 
24 Idea planning needed 

Planned innovating is not just possible; it's 
necessary if companies are to survive, says 
Roman Advertisings George Land 

AGENCIES 

26 For McCann Tillers: Seed-sowing time 

Top-rung creative staffers of McCann-Erickson 
gather in New York from across country to 
see commercials, stimulate creative juices 
at 3i2-day seminar for 50 creative agencymen 

TIME/BUYING & SELLING 

30 TIMEBUYERS: What they were & will be 

In part seven of a series of articles by agency 
media execs, Gardners Rudy Maffei peers into 
the past and future of the agency media man 

TV MEDIA 

35 Tape speeds golf series 

Producers of CBS tourney find way to save time 
by recording play on video tape with live cam- 
eras; golfers applaud move as accelerating game 

38 Avis hit-run ad hints TV interest 

Is the country's second-largest auto renting firm 
planning a plunge into TV? Could be; ad says so 

RADIO MEDIA 

42 No radio jingle is universal 

Phil Davis decries practice of selecting music 
theme as if all (7.S. were tuned to same 
wavelength; urges admen to vary beat for taste 

SYNDICATION & SERVICES 

48 Business is thriving for major film firms 

Sampling of latest reports in fields of syndication 
and production show that industry leaders maintain 
strong positions despite intense general competition 

SPONSOR SPECIAL 

50 SPONSOR'S annual index of important feature articl 

All of 1963's geared-to-buying stories (ire handily 
indexed by topic area, story subject, issue date, page numbef 
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rSrt 1 54 exciting UNIVERSAL motion pictures,., 
including "aend of the River," "Up Front," "Mississippi GamWer,' 
"Bengal Brigade," "Yankee Pasha," "The Redball Express" . 
and the high-spirited Abtiott and Costello featojre series. 
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54 top UlSrVERSAt feature films, such as "The ShriKe, 
"Winchester 73," 'The Spoilers," "The All American," "Never Say 
Goodbye" ... and the exutierant "Ma & Pa Kettle" featu re series, 





Volume 9— Parts 1, 2, 3 and 4 — from the UNIVERSAL-SEVEN ARTS tibt^rf of 'Tilms of the 50's" imliittBS t0d^'$ te^ 
starssuch as... Rock Hudson Anthony Quinn Tony Curtis Abbott & Costello Kirk Douglas Jeff Chafittter 4a|ne^Sl^tfl 
Shelley Winters Gregory Pet:k Loretta Young Jane Wyman Alan Ladd Arthur Kennedy tee iVbljdn y'}^ Ma^. 
Jane Ras^ll Ronald Reagan Sal Mineo Robert Preston Vincent Price Janet Leigh T|rohe ^Wialn PW 

Audie Murphy Piper Laurie Glenn Ford Jtine Allison Tom EweJI Joseph Gotten Jeanne Crain PlamDail^ ©fiuek CfejiWrt 
Ernest Borgnine Anne Bancroft Ed Begley Dana Andrews Walter Brenn^an Jimmy Durante Jujie Adams Rorf Cirlhoui 
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Today s lead story is on the eontro- 
versial elutter problem. As a broad- 
cast-advertising industry issue it has 
been increasing in mass. It's been 
like watching a blob of matter in- 
vading us from some other world 
continuing to grow and grow 
throughout a science fiction pro- 
gram. Destroying it becomes pos- 
sible only after the nature of its 
chemistry is understood. Then sud- 
denly the scientific team begins to 
communicate within itself and^ 
poof, the evil is gone. 

Industry leaders who are grap- 
pling with the problem have inher- 
ited a new optimism generated by 
the gradual but steady successes 
being achieved over other highly 
controversial broadcast advertising 
problems. 

The monumental task of resolv- 
ing the multiple factional attitudes 
facing establishment of operative 
commerciol codes for broadcast 
media, unlikely as it at first seemed, 
escaped from Panicsville, 

The mountain of impossibilities 
which surrounded the hearings on 
the methodology, accuracy, and use 
of ratings in broadcasting during 
the f rst session of the eighty-eighth 
congress, was scaled by a leader- 
ship willing — at its own expense — 
to talk until an area of communica- 
tion was established and the ad 
hoe group could be replaced by the 
Ratings Council, Inc. 

Like the FBI's Top 10, broadcast 
advertising's leaders have been 
knocking problems one at a time off 
the top, and just as certainly an- 
other slides in at the bottom. 

Clutter is at the top now. ANA 
(see page 19) has made the latest 
move in the all industry effort at 
self communication. And Jane Pol- 
lack's historical summary is worth 
filing. 




TAB will BAT for SPONSOR 

A number of our people have seen 
your story in the January 27 issue 
about TAB and have been very 
complimentary, I just wanted to let 
you know how much we appreci- 
ated the fine work you did on this 
and assure you that we stand ready 
to assist you in any way we can in 
future stories. ... I will try to 
alert you whenever anything is on 
the horizon that I fell will be of 
special interest to you and your 
publication. 

William Pruett 

Manager 
The Coca-Cola Company 
New York, N.Y, 

Media mixer 

Your article "Radio Link Strong for 
Discount Chain" as reported in the 
January 27th issue of Sponsor was 
excellent, and clearly reiterates Cal- 
dor's position of heavy radio cover- 
age as an important supplement to 
newspaper advertising. 

Fred Teitel 

executive vice president 
Caldor, Inc. 
Stamford, Conn. 

10 Search for PI Stations 

Could you tell me, please, if some 
radio stations sponsor products on a 
percentage basis. What I mean is 
that I sometimes hear radio an- 
nouncements that request that the 
money be sent direct to the station 
for a particular item which is being 
sold on the air. Do these stations 
do this on a percentage basis with 
the manufacturer? 

If so, is there any list or directory 
of radio stations which operate in 
this manner? 

Luther Kolir 

Luther Kohr Enterprises 
P.O. Box 111 
Clearwatery Flo, 

Note: stations interested may 
contact tJte writer at the address 
shown. 



'Useful journalism' 

I suppose the highest form 
flattery for a writer is not imitation 
but when one writer reads anothei? 
and says, "I wish I had written thati 
— It's what fve always wanted te 



say, 



I'm saying that now aoout the 
SPONSOR piece in the January S 
issue by Pete Peterson. His conpt- 
mercial cost break-down article wt§ 
a nip. It was clear, concise (a tougb 
fete for such a complicated sub- 
ject) and complete. As a studiii 
head, I have often pondered doinj 
such a piece myself — but as yon 
know, there's not much time left ii| 
a day to collect thoughts and do: 
it. Well, Pete has saved us all a lot 
of time and trouble. If he doesn^t 
send it out as a reprint^ he's missing; 
a good bet. 

Thank you for printing the piece,. 
I have instructed our people here; 
at The Film-Makers to have it 
handy when they get in those tQstf- 
price-and-cost discussions witli clir 
ents. This, to me, is the kind of nse^ 
fid journalism that the trade prem 
could well do more of. Congratula- 
tions. 

Lincoln Scheud^- 
The Film Makers, Intj 
Chicago, lUi; 

Brazil needs help 

Can you help us locate the mail 
we need to head up a special proj- 
ect of ours to improv ethe quality 
of TV programs in Brazil? It is not 
a job for an administrator or some- 
one who would like to retire to a|i 
obscure foreign country^ but for a 
dynamic, creative man who lives 
and breathes programs. He will be,; 
when he feels ready responsible for 
all local and national television pro- 
grams for Standard Propaganda 
S.A., Brazils oldest and largest ad 

agency. 

Dale Pack(^tt' 
Creative Directiii^i 
Standard Propaganda S.j^i 
Av. Presidente Vargas 
Rio de Janeiro, Bradl 
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Imtltuti iff Btoad^astinji Finandal 

UP to larutiafi fts 1964 ^ciffe prctjects, 
m Ne^ feifc 1(0).. BQard raeieiTng 

tested m^rte Paul S^nd opms. show 
OTnmi canfemnce sponsored by Ma- 

ED0n:d^ltiin^ fitsl! gnhtigl Ct)]l0g& mjoys 
mnferernEe, fetel Ro0s©TClt R Yl (20- 

Mutual Ad^erlking Agency Met- 

iSkuston Ad¥«^rtisjiig Clubj fourth 
get ilfl /aiivjffrtJMbf &rura ''§4, Sham:- 

4W^^:^ ditiiniej^ brth Beverly Hflipn 
H©y^ fcjljfwood^ and Waldoxf- 

Inler^atlojQial B^oade^ting Awarfsi 



^sfan^r Hartley ;and others to speafe, 

Amerfoan Assns of Advertiismg 

A^jiitrijtej> Bfiittb^^'^ CiGfiiu'icll, ^daual 
m^ttfng, Mmg^f Ifotelj San Antonia 

AdvWllto^ W0i«e^ Fciun- 
dafiani '#esta In lpai# Batl, Wal- 

4sl5ii^> teajcd of #mpter^^ rEe^lW^iTtaie^ 

^ ijf^ tei#iing audtpsttm n;^ 

RTMDA Mwifflm standards Gonfer- 



MM 

Bollfwood Ad Cluh, luneheon meel- 

Bai& AdYtftteing BurtaW pres. 
Idkart^, El|fit%i ipeaking, HaJ],y#x?^d 

d^yjg 24!^ annber^arf dinntr^ pxesen^ 
Mflm G(dd Madal Awaj^d Bx If 64 
fit AWEtiMw Bjaa4:e:t|^tlng-ftr5mAW 
TJm^te^ pies. Leonard H. Gjaldenson^ 

Katiiwiarl Academy of Remrdii^ 

'ppiS'am tn .a^^ptiMiyn ~wlth B'^reau^ 0f 
Co^nfetefime^ mrxd 15nsti)Utie:Si ^of K¥;. 
UaiWstl^^s Dteisten. tyf ^>O^MraI Ed-a- 
mtfon, tiile)d ''fei^ording; .and MbsiIqi 

jBiiltpm, Ce)^w=mf rff& %^d. T^iliMtoiyr 

ani atf nml Badio^ lOper^ttom Senriiij^-, 



at OklaMm U. in Norman, with 
FCC'^ Co^, NAB's An^llo, RAB's 
David (?-^.. 

EteefrOnic Indusirle!^ Assn., national 
elcQtanicsi marketing, s^ymposium^ Stat- 
ter Hiltort HoteJ, WasWngtoti, D.a (9). 
Spring conference (9-11). 

Wxitem Guild of Ameritia, West, 
16th annuatl a^atd:^ dinner^ CQn^bining 
honors for TV-radio and screCn,^ Bev- 
erly Hilton M0icl Hallywoad (?). 

Variety Merchandise Fair, New 
York Trade Sh^w Building, (8-12). 

Americaii Assn, of Advertising 
Agencies^ Soulheast Council, annual 
meeting, Kiveria Matel, Atlante (11- 

i:2j. ^ 

J^ational Editorial AsSn*, gdverh- 
meiit rela;Uon^s workshop, Willard Ho- 
tel3 Washington, ttC. (12-14), 

Broadcasters' Prom ot i on Assn 
deadtinc for "Third Annual On-ThC- 
Air A^^atds" entries (J5), ex^tended 
from Feb. 15. 



As^n. of N^itional Aclvertteci^, third 
annual seminar on business paper ad- 
vertising. Plaza Hotel, N.Y. (19). 

Intercollegiate Broadcasfing System, 
annual national convention, Columbia 
University, N.Y., hosted by WKCR- 
FM (21). 

Southwestern Assn. of Advertising 
Agencies, conventien, Sheraton-Dallas 
U0iel (22-24). 

APRIL 

National Federation of Advertising 

Agenciei?, annual convention. Outrig- 
ger Inii^ St. Petersburg, Fla. (2-6), 

Financial Public Relations Assn«, 
Middle Atlantic regional meeting, John 
Marshall Hotel, Richmond, Va. (3). 

National Assn. of Broadcasters, an- 
nual convention, Conrad Hilton Hotel, 
Chicago (5-8). 

Television Film Exhibit (TFE '64), 
Pick-Congress Hotel, Chicago (5-8). 



WHAT'S IN THE MIDDLE 
MAKES THE BIG DIFFERENCE 




. mi IN PENNSYLVANIA, IT'S 





3Dan*t slip up on qne qf the most 
te^ortaxit rricirkets ^ » . Petnnsylyanias 
ntillidn dbllai''*xnMdle^ Vxn^ket. 
WtFAj5-T¥ the one station that 
^ii;^es ^bu this big generous cushion 
qI vXBM^rs, The xnbst profitaUe 
itiai^&eit pix wiu«ah you^ve ever landed! 
America's 27ik largest I'V marjiet. 
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Some women can't live without it. 
Indeed, our daytime line-up is such 

a vital part of their lives that 
the 9 most popular programs are 
all ours. Of our 16 daytime programs, 

12 are in the Top 15. The ladies 
have taken us to their hearts. 
CBS Television Network 
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Based on Nielsen Television Index estimates subject to qualifications which 
the CBS Television Network will supply on request. (NTi Average Audience, 
regular programs, 7am-6pm, Monday-Friday, October 1963-January 1, 1964) 
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Ford deal to air 

5 NPL games on ABC 

may hit sited snag 



Canadian gridcasts 
offered sponsors 
for U.S. coverage 



Fprd Motor Co, and ABC may have agreed on ^ml foT td^^ca^ting five National 
Football League games on Friday nights the coming season, but league offiee says 
''there could very well be problem"' since schjedute i^^n't even xx^m beiiig di'avTO up* 

Also, no TSIFL games were played Friday nights last season^ and only four took 
plac0 on Saturday nights. Ford says it h^s reached contingent financial agreeinent 
with individual clubs, and plans sponsoring telecast of games on successive Friday 
nights froin Sept. 25-Oct 23. However^ an MFh spok^^mm nates tjiat until §ebed- 
ule is worked out, which won't be for another month to six^ weeks^ even his own 
office doesn't have stny idea which clubs-r-if aiiy^will get the Frfday night slots^ 

Meantime, pact between Ford, via J. Walter Thompson, and ABC for Friday 
night NFL coverage has been soundly rapped by nurrlber of college oflRcials as 
threatening amateur sports and inviting overexposure of football on the ak. But 
ABC, noting arrangement is completely legal and doesn't violate spirit of fedeiral 
law goveniing scheduling of professional sports, s^ays experience has shoAvn thai 
"the more exposure football receives on TV, the greater is public interest In the 
sport Also, the telecasts should further accelerate interest in all sports.'* 

Situation developed after CBS and NFL negotifited contract for 93 of the 98 
games to be scheduled, and network turned down bid to pick up other five because 
it ''didn't want to disrupt" its Friday night lineup* (ABC sayS it will preempt its 
scheduled programing for the NFL games, and feels it will enhance draw of 
overall Friday night lineup, even when games aren't telecaist.) This Wa^ follo^Ved 
by Ford's pick-up of the five games and reserving time on ABC for their coverage. 

Ford, along with Philip Morris for Marlboro cigarettes, also has fifst crack ^t 
national sponsorship of NFL coverage on CBS-TV — both advertisers played that 
role in past season — and at week's end a deal was reported clo^e to cotMpletion for 
both of them to exercise their ojDtion. Leo Burnett Co. is agency for Marlboro. 

Another brand of professional faotball being made available to TV advertisers; 
— this time from Canada and scheduled for Saturday aftemoojis. Deal just worked 
out is for Fourth Network, lac, to beam to U.S* at least 13 regular S^easOn gditieS af 
Canadian Football League. Selling will be to groups or individual stations, with 
advertisers being offered commercial participation on regional of national b&sis. 
Web had 120 stations for live telecast of Palm Springs Golf Classic, 



Sears buys 52 wks. 
of 10 a.m.-4 p.m. sked 
on Chicago UHFer 



No problems, either legal or governmental,^ foresen by Television Binreau of 
Advertising in purchase of 36 hours a week for 52 weeks by one advertiser on one 
TV station in Chicago. However^ TvB notes the buy is first of its Tciud in the 
industry, so "no one can tell what will happen." Contract, which went into effect 
last week, was placed through Gourfain Loeff & Adler for local SearS Roebuck & 
Co. on WCIU, UHF station which went on air in Chicago last year. Involved is 
entire 10 a.m. -4 p.m. slot, Monday through Saturday^ and station says, various ngw 
programing techniques will be used throghout the schedule. 



Colgate-Palmolive, 
Standard Brands 
raise radio hopes 



Radio incjuirics by leading prospects could mean major bveakthrftughs on 
1964 books, Colgate-Palmolive, shopping through all its agencies, may mov^ in 
month. If so, it would break clog that has kept big soaps out of radio five ye^s- 
Colgate's radio budget (see Friday at Five) could be nlultipiied nrany times. 
Standard Brands, through Ted Bates, is showing signs of new interest fn rxidio, t0D% 
Business indicators come at time \vhen Radio Advertising: Bureau is preparing set 
figures that show more than 20 million new rcklbs sold for fourth year in rmv*^ 
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fkmv ^^mm Wf ii mu mm tm afi 

IttmF TS^a da it s# welL I fefe^^^ I 

hi'al^: 0osi|ntg'' few^xd you, I $nw ih^ 
B^inin^ hwd mt you For 4 mji^feB. 
I 'mw- jQu g& tm Wmk; X sMw 
tbe 4 e&fie^. ©ittfe ^itefly^ 

f fewis aiwfl the fortfftfiBf %md mwh 
Im ttew iipl^. ib^M sio i a^uld 

iee bow dgati Ih^y w^m. And I 
bMid tbe man. ^"Wlieii we say it's 
a!ut6m^tte.j, We me it. It -emti shMs 

tS&M Jift: YomJr© jusi peanut but- 

Mfflf ' im4 :dw0f®r jiod 

special. Wfll 'yjou bB my ^xralanttaiej^ 
MHly Jad? ¥wx 'tefctsbtag; 
%bjJd-sq^V ^cfttttiMal ;sMitig 

'^aM%- yi^^T peasa:u#^ mittijpir 
p^anaiis, Tb^e proof dF the p^nufs 



^^a^ in tb^ IFadlea o£ tbe ^(ouwg^'uiQS. 
Mfed M'Oi% Mt. Ageri,cy Prfiduc^r^ 
Ma ft 11 tag ^R\ibi0, And Mif k^y 
Sisbwari^z Productiatis. Could hm by 
now tbas fim ooramproial is ofiF^ the 
air. Audience £at|g]ae. Wbo laaA 
rfeally ttiietmf e it? 

©EAi^ fp^^GM^ii); X'ou ye been, 
guiliy o£ some rath er irnpudent ad- 
ver;tk4ag^ but be ray valentine! That 
v^as such a tidy bit o£ sBlling — th^ 
aoseea aaaotineer talking; to &ie. 




BEA AJJAM& opined &W^dnet as 

#rmwr JP4ft tmm mru^. m TV 



ku:ly - in - silhOsUettei No need for 
phony reaetion sbots to the snoop 
who, in iQine poinniej'cials I eould 
rnentionj invades kitchen, laundry 
room^ boudoir, wherever, and ex- 
pects his adviinces to be acknowl- 
edged. You wdre shown off to great 
advantage, Springmaid, rii the put- 
ting-on derfiionstration and the two 
designs. Even a local "^"where to 
buy" tag. Most ladyhke. Most con- 
vincing. A lovely lacey heart to all 
responsible. 

Deak Chevy Truck: Vm not a 
prospect but, dear Ghevy, could I 
have you for a Valentine? I like the 
brawn of you^ and the brain of 
GampbelbEwald Company's writer 
Glmx} Wilson who thought of that 
forceful cannon ball demonstration.. 
A valentine^ too, to agency producer 
Jim. Morrison and to VPI ProduG- 
tions,. Inca NvY. And my kingdom 
for mow demon^tof ions as straight- 
forxyard as lht?s one. 

Deab Ted Magic: Will yi3u be my 
valentine? D^y in pnd day out, 
\yeek after iye,eic,i you say the same 
old words about Geritol. And sbow- 
man that you ai;e^ you say those 
same old words v^^lth su.eh sincerity 
that tbey continue ta have mjbanirig. 
Even that t^^ia^-as-niiieh-iron-as-in- 
aris^hole-pf^ound-of-ealfs-liver doesnt 
cause a quiver. And you, you Geri- 
tol folks^ my blood doesn^t seeni to 
be one bit weary. Sjb it is with gusto 
that I say — be iny valentine! Tq 
bave the gQod sense to play the 
same tune over and over is quite a 
trick in these restless days. It shows 
faith, backbone, and a shrewd 
awareness of how to get the m-o-s-t 
for yojij* m-o-n-e-y. Perhaps yon 
should eonfi^r i^ith President LBJ 
On that popular subject,^ Economy. 

Happy Valentine's Day^ every- 
body. And bai^py bixthday, Mr. 
Lincoln, Mr. Washington, Mr. 
Mendelssohn, Mr. Chopin, Mr, Edi- 
son, Mr. Longfellow, Buffalo Bill, 
Galileo and all you other Febrnary 
bc^ys who were sxiAi beautifully ob- 
vtouiS: bflifevers in the lively art of 
d^nonstrat ion . • 
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how do you fit a walrus into a water bucket? 



You can! ... if you're willing to settle for the tip of his flipper. Like ranking TV markets. You 
can take a snciall part of the market by using the metro approach . . , but if you want the whole 
walrus, youVe got to rank by total market! Point! More than 80% of the Charlotte WBTV 
Market is located outside the metro area, and the Charlotte TV Market contains 550,000 TV 
homes . . . ranking 22nd in the nation . . . 1st in the Southeast!^ Come on in . . . the water's fine. 
You'll flip over our walrus-size coverage area! 



♦ 1964 Sales Management Survey of Television Markets 




CHARLOTTE 



JEFFERSON STANDARD BROADCASTING COMPANY 



ffiprpscnild Njtionillr by Ttlt^iSion Idvcrhsmg [T'A^] Rfprtttntilivti, Inc 
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6®fte BmPd and ©lihierB fn talk sfesslons to discover 



r(s:#tijttipB gr¥?wri4 po ^hii^h t© tac^klfi efutter problem 



total actual entertainment timi^ at 
present i& at low ;as^ ^0 f© 23 nainutes 
M llalf-hmut gregrams and 48 to 49 

f'KTitertEiniio^ tto/' h^ing de- 
nned gs. tea^ex^ aud ^Qts of tlie 
erorent wepk'^: lepfeode plus soenesi 
from next week*^ sfaow.) 

Tfe mhpatim aouM be ac^^oni- 
plislied^ ^saM AMiL,; ;if adv^rtfeerg^ 
natW0rte^. stations and producers^ 
wtold eaapeMtfi in all of faixf spe- 

1 hiMii uommBraial hMbfJtafds to 
$^ MM 0Mimf at -'ApBmngs. ^• 

m vmny a$ thmp i^dfmaent Momf^W- 
akd MlW4amdjs mn di hofh endb af 

M fyjdmi0 ^fmMh% fyr0&k MMiB 
fr&m 4i: fa $2' seemd^ p^^t ft- t^dS 
prim tn 

'M tjMMi MISmards, tMing and all 

tm^M. ipm^BWt\ aMms, dimctm, 

om^ds tu om-hwf 4hoAj:)s ^Q-fld 40 s^en- 
n^ds' #i half'htdir shaws^ qmU in 
m6em &f imim f^^uksmmta. (Gm- 
fmptlji tk$^ ^Bi^mMits iQk0 'tip as 

A^^IMA t&m demoted ia ^prp- 
W-of' f& 03Mm sh0wX puhUa serv- 

iG& mnmim0W0^ts^,^ mimmk ID% 

bumpMrs^ 0fe to m tot^i of M se§^ 
ands' tm ham-shpws find IM seaoMh 

am ■Aivm^ mpmrtedlff ear- 

Timl t'i^- pramm Ww wBmOrk 
fm li^ diofu^s' mud w^jtiptiited fhat 
wfiMiktM 'MsM Mi-^'4Q- fmimptkr^pm- 
dwmdwat: pr^mms fat nUmBuk pro- 

Calling £or^ ^all-ramd^ i^OTfieMliQil 
m thie iiite'rmt o^f wiBM^VB^ flie 
^jp^adtast todwJxy and, the ja^s 



liW^fd It ^^i^ «lif ihm weeks 

jQfeed ^iajrig«y-msdg if hrmd-^ 

^aMar^^ a^^:afp§ ajcid Edt©:rtitea 
feting Mew 13©A 1^-st ^ed- 
iaf iBfeteiafy 1% ap^csci- 

AAM. mSi as pM6 la^d 

bmmdmiil adwrtl^^ng*i ^ntJr/grer^ 
sfal pflmm&iMtl atid m^!n-<a0mmipr- 
■^Sfl ilMtef" ISfiWfcm. 
Tltfi wt# mmtA In 4 'series 

^jKT^doat.- tie'Iloy GicrHim Ei:¥t 
hasJUd by MAJI fn IJemm^ber; 
tte me b^ iMi atrd tKa nsxt 'will 

AKJl p;r«!dmit Sfefip-' All|)t)rt:, on 
tekilf ' tte Bxoadi^ast Com-- 
riatfges tad Bmsd -rf DteMwg, no 
TOJ5m te^Bft, Wlr bad anf ae- 
Hm teen. TOijie:qpLj|ltfM>: Tfe "flitf 

thig '^pMaiifes ^propoged w an. 
gid te tlM eMlfetiyje seaxdat to .e^^tah^ 
IfsH a. fltoatS ite Wbfab the brbad 
j^lm^ PMid \m -pji&iked. 

Tl%^ plan ;prap^sed 'te f idwne fc- 
tfmfftber rf raterrupf|v^^ elament^^ 
ptttfeiilCf ly" ^ lat beginning, endin]|^ 
^nd^ rCatto tei^k; .tlme^^ in a ;prae- 

^aj. ^if m>iild ^iv^ tte 

'Vtewfng pafeliie inj^eised .elites^ 

taltenmnt, tim^ wMle; ;§^^pljansDiil| 
iUtMniiig fbe sffeotfi^eneE^ 



litelltF of tetelisfan: a® an ad\re^- 
tirii^^g; medlttm/' 

taommen^^g fMt ll»e be; a 
ratotonm. mi SS^ jirttiiiiljgi ftf tntef^ 
totoffiSftt tfatte: fa; balf-irour^ 
t}^^< T¥ pmgm«f*s tnd mdimtes 
of mtert^OTSfflt tte la Me-tenf 
p^r&gram^g, ^ ANA psfip^fed #nl tl 



of tb^ medium, the ANA pofpted 
out that sponsor atlvertising tfrnt^ 
IS already effcetively limited by (lie 
TV Code of the NAB and^ further^ 
that the gerteft^l pmctici^ has been 
tq u^e less than the allowable limit. 

At weeks end attendees xwm 
still reltuctant to comment on the 
proposals^ siiying that this had been 
ana's show and that the plan was 
presented QJrily for discussion. Their 
hesitancy was based on an aware- 
ness that its history over the past 
hil:f decade has been potentially 
ejcplosiye. 

Every trend in the ecoiioniics of 
television for several years ^eems 
to have conspired to complicate the 
problem of clutter— siicb aggravat- 
ing developments as maturing oJ 
the^ jnaiiltiple-sponsorship pattern in 
TV buying, corporate and product 
diversification, and extension of sta- 
tion-break time. 

The problem affects and irritates 
ev^ryonej alfbough in different de- 
grees. Brqadcasters obleet to piggy- 
backs^ advertise?^ arid agencies to 
promos, billboards^ credits, and 
Uriple-spotting. Broadcasters call it 
all 'noa-prdgram materxalf adver- 
ti:seiS qall it "clutter.'' Btoadcastei:^ 
feel that adyeij isers get direct ben- 




hQs^t, ANft president Betef AllpoJ 



pfit from ninny elements to which 
they object: an andio or video im- 
pression of the advertiser's product 
is usually coupled w ith the teaser, 
Innnper, show title, promo, ID, and 
naturally, the billboard. By what- 
ever name, it's a headache which 
has been haunting the industry with 
increasing intensity. Said Harry 
Schroeter when he retired as ANA 
chainnan: advertisers must be "mil- 
itant" in their efforts to reduce the 
clutter in TV. 

ANA took up the problem in 
1962, monitored network programs, 
and found that promotional and 
other announcements took up more 
time than the commercials. Be- 
tween the end of one show and the 
start of the next there could be 11 
minutes of clutter. ANA termed the 
situation "absolutely shocking" and 
"detrimental not only to the adver- 
tiser but the whole industry." 

But the complexities of the prob- 
lem has, in the past, made any 
solution elusive. 

Screen credits, as indicated in 
ANA's current proposal, are ex- 
tremely complicated. Craft unions 
insist on varying degrees of credit 
for their members. AFTRA con- 
tracts specify a credit for each actor 
speaking more than five lines; SAG 
and WGA have similar require- 
ments. In addition, there are FCC 
rules covering credits for prize and 
trade-out arrangements. The mini- 
mum needs don't begin to cover 
what most programmers think 
should be credited. Production 
groups and sub-groups feel they 
are legitimately entitled to screen 
credit and, in fact, a lot of produc- 
tion service is bartered for on the 
promise of mention. Eliminating 
those credits could, therefore, di- 
rectly raise production costs in some 
cases, programmers say. 

The networks claim it's a major 
research project to prove or dis- 
prove the need for, or the effective- 
ness of, promos for upcoming shows 
and question whether advertisers 
would be willing to risk a possible 
loss of audience if these were dis- 
continued. Participation buying 
based on average viewing levels 
(now the norm in nighttime net- 
work), coupled with the fact that 
the U.S. audience has ceased to 
grow at any geometric rate 
( li(M,i2;litening the competition ) , have 
iorc(?d the networks to promote 



their shows more vigorously. Re- 
sult: proliferation of program pro- 
mos adding even further to the 
clutter. 

Some also point fingers at the net- 
works for increasing the length of 
station break time from 32 to 42 
seconds as a political ploy to pla- 
cate the affiliates. Fearful that it 
would encourage triple-spotting, 
advertisers and agencies were up 
in arms. Y&R waged a vigorous 
campaign to block the move, and, 
having failed, to police the com- 
mercail practices of stations. But 
arm-waving aside, by the start of 
the 1961-62 season, 10 more seconds 
of non-program time had been 
adopted. NAB's TV Code Board 
did some rule tightening which 
helped a little. Included was the 
reduction of permissible time for 
commercials on participation shows 



Organizations represented at the 
session included, through NAB — 
Triangle Broadcasting; Taft Broad- 
casting; Group W; ABC; CBS; NBC; 
WTRF-TV Wheeling, W. Va.; and 
WBRZ TV Baton Rouge;through 4A's 
—Young & Rubicam; Kenyon & Eck- 
hardt; McCann-Erickson; Ted Bates 
& Co.; and Compton Advertising; 
through ANA— Brown & Williamson 
Tobacco; General Foods; Eastman 
Kodak; Procter & Gamble; Alberto- 
Culver; and National Biscuit Co. 



from 6 to 4 minutes per half hour, 
including sponsor billboards, public 
service announcements and promos, 
and reduction of between-program 
commercials from tliree to two. 

An enormous increase in the 
number of TV sales messages — 
BAR says there were over 18 mil- 
h'on in 1963 — lias many causes and 
is commonly called "over-commer- 
cialization." 

TV entered the Ws so expensive 
a medium that only a select hand- 
ful of sponsors have continued to 
afford the luxury of single sponsor- 
ship. Nielsen notes that in 1963 
almost two-thirds of all prime net- 
work TV was sold on a participat- 
ing basis; only 13% to single spon- 
sors. The reverse was true in 1959 



when, out of 63 weekly prime time 
hours, llVz were participating, 27% 
were sponsored by a single adver- 
tiser, and 24 were alternate spon^ 
sorships. 

One subsequent and controversial 
response has been the "piggyback,"^ 
many an advertiser's answer to pro- 
duct proliferation and rising costs 
of TV time. While some sponsors 
feel the practice dissipates the pro^ 
duct message, it has been growing. 
Broadcasters, particularly in top 
markets, balk because it leaves them 
open to charges of triple spotting. 
They finally put on enough pressure 
to prompt NAB Code revision. The 
proposal, as made at last months 
meeting in Florida: in an accept- 
able piggyback, products or ser- 
vices must be related in character, 
purpose, or use and appear as a 
single announcement. It also tight- 
ens time limits to three announce- 
ments in prime time, ruling out 
adjacent piggybacks. 

Several self-styled attacks on the 
clutter problem have been made 
from time to time, with little prac- 
tical result. Among the more ag^ 
gressive was Brown & Williamson 
which, early last year, informed 
the networks that it would use its 
$18 million TV budget as a club to 
clear the airwaves of clutter. Mod- 
eled after the ANA's recommenda- 
tions, B&W sought ''minimum en- 
tertainment time clauses" (29:30 
minutes within each half-hour^ 51 
minutes in any prime-time hour). 
In October, Kenyon & Eckliardt an^ 
nounced it would confine its spot 
TV buying to stations adhering to 
the NAB Code or its equivalent. 
Both moves created temporary stirs^ 
but neitlier B&W or K&E was able 
to rally confreres to action. 

But far and away the biggest 
commotion on at least one aspect i 
of clutter came, in 1963, from the 
Capitol. The FCC fought tirelessly 
to assert its statutory authority to 
regulate radio and TV commercial 
time by adopting NAB limitations 
into its rules. By the end of the year, 
it was clear those hopes wer0 i 
dashed. The questions of over-com- 
mercialization, credits and the other 
conditions of clutter remain to be 
answered. Perhaps ANA's current 
proposal is the first step toward 
success without the feared incur- 
sions into the economic structure 
of the broadcast industry. ■ 
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J^m^rtoafi Motors ridl^s with NEC RaisliQ 
SLffid nm¥&mH nwms ttirsay^howt the shake- 
up icl^jcade of autornobiie compacts 

AMMmm Mmm^ M ^^Mng (m a mw mileage record 

Titl laWmafex^ Qhifeella m xecent ye^xs to the l^ig 
itep-SfetiTS to Datroit^ has been doing well at tuming 
w\A Gompaet uew co^fnterpaxts of the feirytale galden- 
;cio^dL a nomtaut faclM in its advertimg BtSjcsepoWex 
ha^ bem tadib^ — to flh^ pftint that: Jktmtimn 
Motdx* has teMWe a. loilg-distens:^ ra^fx in xadip. 

A negate lihl tadlo Goutse, and pioneex fti week- 
tnd nilwoA iiews> the Ramhlex facfeoxy is the oldest 
s^tf^inaaau^s ^pxM^m of KBG's Monitdr News. Amexican 
is fn its eighth season df yeax-ax©niid sponsoxship — and 
nhith yeax on &e sh©w. 

Thei teng iriit fi& M^MMr ts DOiaking a gf owittg ^atifeu- 
lM%e efilejet ffiftt. a l)ilal |7 mitlturi M i^tiffisif ed gtass 
Mltog. litis ipe^tft t&e aisfunt pfe w^idisi ap;^ 

irfjy % ^n a#^;ext&w with a t&tal budget thgt haxdly 
a|p^Er!d&fjC£p|j^ ^^soiijaest of thg automotive big-thxie. 
"fef mlmB hav^e buflt to a xeeoxd SBD^flSl units world- 
5de in; ISSS^, rand laat month Amexiean s pxesiden^t, Roy 
llernethy, ^atf Aey w^re bittfaf the highest since 
If ffO>. ftm .fitM bMcl)^-dollM year | Kel vm- 

ipoitsi:^ itti ABO .ap|^liM«e^^ af e in tljis ddkr 

Tjaeing Anjexteaii's teilbWih^ MVte iflto the un-. 
charted texxitoxy jof tha eompaet :( a tariEfi eoingd by th§ 
mmpsLnj}^^^ it i^ fntexesd:ng, to draw adv^xtising paxal- 
Ms.. "Vf^ile Baifiblex has always been pxint-heavy^ — 
xadte gmts 51 and m rf ^omethteg undex million 
to gxQil Mhttig&^fhie Mstotf of Bamblex's: mounting 
im^%±. to car btisinf ss alitiMt pM^eb Axnexioan'^s 
.pjeareex lit wi^i^sgfld ngt^fOTfe Ws. 

Fxad 1^, Aida»^^i Anif xilD^% dJf feelqx -of antofftdtive 
maxk^tin^^ .sigipred Ra^iiaWejr m Witti M'tmS&f to 
through Gfeya:^ Mjsg^y^ Pallard^ thg. mmp^ny's tong- 
timre agency. That w^s^ the fm% tliat Hambtex began 
im ptdfc uji ^pjeed in dealex showrooms^, and the Petolu- 
ii&x. in Qm derfgn was unidexway^ 

Jn, f oux ,yem:, 13 a3e\F mmpaets \cere y dllijig off othfix 
ItoMs M ehalleaige the ori^toal^ and today ifKnpaets 
aijmunt 35i m£ all new-ear mI^s. ''T#dky^ Rarjibler 
S^ltSglk e^^^^ '0rm #f fhem^^ says Adarasv 

imm^^^ ■hrriib'mmmBwBfaii s^pBrnimn ffffm^S mm WBB -afut 
ism -MMB^A^^tah QmMT $mn, mk m4 dmlrm -w^m n^irHg 
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ADVERTISERS 



Riding with radio news, Adams considers Monitor 
\m excellent showcase for our commercials" (some 20 
per weekend, 52 weeks a year). He cites "a huge audi- 
ence of car and home radio listeners at a small cost 
per thousand" and ability to stir up traffic in show- 
rooms. Dealers get good Monday playback by listener- 
shoppers. Commercial pulling power is documented by 
the sponsor, and demand for an item like the Mile-A- 
Dial, gas mileage guide (see page 21) offered on radio, 
is onl\^ one way American knows the national driving 
market is tuned in. 

"We feel," Adams says, "that radio news programs 
help give our advertising messages timeliness and 
flexibility^ . . . reach millions when the news is still 
fresh. Network radio news gives us a good platform 
for presenting our own news, via commercials." 

Radio news has provided American Motors with 
some high moments of excitement through the years. 
One example is the series of space shoots by John 
Glenn and Scott Carpenter, sponsored by American on 
three radio networks in 1962. Of this special effort, 
Adams says, "We feel that by this sponsorship we help- 
ed make available to the country the minute-by-minute 
accounts of these historic events and, thereby, per- 
formed a valuable public service." 

In weekend radio news, last year American had a 
10-month run on ABC, added to the regular Monitor 
schedule on NBC, The manufacturer is a spot radio 
customer, too — currently at saturation strength in 50 
markets at prime drive times. 

Commercials through the years have varied from 
straight information to jingles to good-natured, humor- 
ous pitches. 

Humor is a characteristic Rambler approach, as typi- 
fied by "Elmer Blurt, world s lowest pressure salesman," 
portrayed by the late Al Pearce. His Rambler opening, 
"Nobody home, I hope, I hope, I hope," followed by a 
customer-generated sale, ranks among the lastingly 
memorable lines of radio advertising. 

Switching to a "world s greatest" theme this season 
has been comedienne Phyllis Diller, who comes on like 
this in the GMB copy: 



"Hi . . this is Phyllis Diller, the world's greatest 
Rambler salesman. Hahaha . . well, why not? « 
Rambler has great features. For instance ... I * 
went to ceramics class for months. Made one |i 
tcensy ashtray. Along comes Rambler with a % 
ceramic-coated exhaust system! It'll probably out- 
last my ashtray. And my ashtray's been around for Hi 
a coupla years! Then there's Rambler's easy driv- 3 
ing. Handles better'ns my shopping cart. Inside 
the supermarket- Haha . . . you oughta see me 
take the curve between Vegetables and Dry cer- 
eals. And parking! That car fills more small spaces 
than my dentist. Haha . . . and faster. You get 
great gas mileage. On all three new kinds of '64 
Ramblers . . . Americans, Classics, and Ambassa- 
dor V-Eights. I'm the only thing that goes further 
on a gallon. Ilaha ... of perfume, silly!" 

liamhler's stable of comic talent through the years 
has included Arnold Stang, Jack Pearl (Baron Munch- 



ausen), and others from the top of the banana tM^. 
And on television this season, Rambler is presenting 
a star comedian, Danny Kaye (Wednesday, 10-11 pM.) 

In the all-media spectrum, radiq copy is coord inat*^d 
to complement and extend the advertising story Ameri- 
can Motors is telling at any given time. Among the 
other media, American runs up gross billing into the 
millions each year in spot TV, and in print, the Ram- 
bler maker ranks in the country's top half-dozen news- 
paper customers, scheduling thousands of papers per 
run, is a substantial magazine account, as well. 

Radio apparently commands a secure place in the 
big media design, and NBC Radio reciprocates tlae 
feeling. As Rambler rolled into its ninth year on Moni- 
tor last month, William K. McDaniel, executive vice: 
president, testified, "Since 1956, we are told^ NBC 
Radio has played an important rOle in Rambljers snc^ 
cessful growth. . . . We are indeed proud to stat^ that 
Rambler on NBC Radio is one the most consisfrent 
week-in week-out sponsors in contemporary radio/' 

Like Rambler, Monitor also pioneered its own gen- 
eric style of weekend radio programing. Adams, a man 
in the center of both car and communications evolu- 
tion, says of Monitor, "We feel a part of it." ■ 
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FRED W. ADAMS 

A^meticau Motors^ director of automoxive 
mar^ketitig bought ""Mouitop Nems^ year 
after he joined Detroit firm, Itk cat bminess 
^trice 1941^ he likes radia to give fast 
circulation t0 ueti^sy copy points, e.g., sales 
achievements^ mileage records, ^Monitor* 
commercials vary front straight information 
to good'itatured, humgr^us styles handled 
hf roster of Rambler comic talent. 
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Roman Advertising v.p.-creative dir. George Land explains "planned innovating" concept 

Need idea planning 



PLANNED INNOVATING is not juSt 
possible . . . its necessary if 
companies are to survive and main- 
tain a profitable position," says 
George T. Land, vice president and 
creative director of the Roman Ad- 
vertising Co. Speaking on "Planned 
Creativity and Innovation" at a 
meeting of the American Marketing 
Assn. of St. Louis, he stressed that 
because of competition, "all of us 
are under the gun to produce better 
solutions to our problems, whether 
it be in products or services or in 
the facilities to supply them." 

Pointing to the number of new 
products which have been intro- 
duced within the past few years, 
Land said: "Wc can look around us 
and sec a lot of people who are 
going to be out of business in the 
next ten or 20 years. A few of them, 
for example, arc companies which 
l)roducc metal pipe, woven textiles, 
laundry starch, refrigerators, and 
lawn mowers ... As a matter of 
fact, a national marketing magazine 
has predicted that any company 
which does not come out with a 
new product will be out of business 
by 1970." 

This means, said Land, that "we 
are going to have to use our luunan 
resources for innovation much bet- 
ter than we have in the past. J^ut in- 
novation, just for the sake of in- 
novation, is no answer ... It is a 
means to an end. No business 
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should be interested in ideas for 
the sake of having ideas . . . not 
when you're trying to show a profit. 
Profit is the reason we're in busi- 
ness, and we make the profit by 
better satisfying human needs." 

He stated that through research 
and practice at Roman Advertising, 
it was possible to do "three things 
which heretofore were considered 
impossible: first, select the most 
creative people; second, train peo- 
ple in creative techniques and in- 
crease their idea production sig- 
nificantly; and third, produce and 
maintain an optimum environment 
for the practice of professional 
creativity." 

"More significantly," he added, 
"we found that creative behavior 
was not necessarily limited to the 
'talented few/ but with proper 
training, anyone could double his 
creative output. As a matter of fact, 
we have discovered that we can 
increase idea production with the 
individual as much as 900%." 

Land stated that this has been 
proven at other companies which 
have trained their personnel in 
creative problem solving and plan- 
ned creativity. As an example, he 
noted that General Electric Co. dis- 
covered that engineers 'who had 
been through the creative courses 
were consistently producing 300% 
more pstent disclosures than engin- 
eers without that training. ■ 



Air media heavy for 
Bank of California 

Television, radio, newspapers, out- 
door bulletins, and trade magazines 
are being used simultaneously in a 
new high-powered campaign pre- 
senting the 100-year-old Bank d£ 
California as "the bank on thfe 
move." This advertising, prepared 
and placed by Honig-Cooper & Har- 
rington of San Francisco^ empha- 
sizes the bank's recent series of 
major moves: the opening of a ma- 
jor office in Los Angeles, rounding 
out its unique coastwide system; th^ 
announced plans to build a new 
20-story head office in San Fran- 
cisco; the acquisition of an entire 
block in downtown Portland for a 
new building; the continuing branch 
expansion program. 

A heavy spot TV schedule iri 
Northern California, Oregon, and 
Washington uses fast-paced 60 and 
20-second commercials to deliver 
the message, "All up and down the 
coast, there's talk about the bank 
for action." The same theme is car- 
ried in general newspapers through- 
out the Coast, and more heavily in 
the Western and National editions 
of the Wall Street Journal, where 
five 800-line ads ran on consecutive 
days to give the campatign a re- 
sounding start. 

Follow-up newspaper ads list spe- 
cific segments of the market, both 
business and consumer. Selective 
headlines — "There's talTc among 
stockbrokers . . . doctors . . . ranch- 
ers . . . suburbanites" * . . etc, — touch 
on specific services but hit hard on 
the overall theme that The Bank of 
California is the bank that gets 
things done. 

The story is also being told on the 
bank's radio program. The Lon Sim- 
mom Sports Round-Up, an across- 
the-board KSFO show at 5:45 p.m. 
in San Francisco. 

Headlines tailored to the^ audi- 
ences of trade magazines carry the 
action theme into this medium: 
"There's talk among bankers . i * 
credit managers . , . auto dealers . ^ * 
insurance agents" . . . etc. 

In the Southern California mar- 
ket, the "bank for action" theme is 
carried on painted bulletins cover- 
ing major arterials in and out of 
downtown Los Angeles, where the 
bank's Southern California head- 
quarters is located, 

SPONSOM 
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Tap pan baek in network TV 
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The TgpR^ Ca., Kejrcbum^, MaqLeod & 0rove, has made, its first 
jfHetwotk TV huy sime 1954^ hy purchasing sponsorship iii NBG's "Today" 
show frpm M#r.- t7' ihrpugh June^ Discussing tjampaign, timed to reach 
pr^>s|ite(lti^?e h^toe buyers dtiriilg peak homfe-buying spring and summer 
seasajis, 4TjP (1^4 ^toP^i^i pr^si^icnt (t)icfe) Tapps^nJ "Today" host 

Hugh Do>v:ns; aftd parteh'st Pat Fiaiitaine. The drive will promote Tappan^s 
buiflt-t0 appliances 
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AGENCIES 



%v»HE challenge principle is our 



FOR MCCANN TILLERS 
SEED-SOWING TIME 

Top-rung creative staffers of McCann-Erlckson 
gather in New York from across country 
to see commercials, stimulate creative juices 
at aVi-day seminar for 50 creative men 
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only defense ugcoinst creeping 
mediocrity/' Thus, with a challenge 
to challenge, Paul Foley, vice chair- 
man of McCann-Erickson (photo, 
left of center at bottom), keyxioted 
a ritual work session for McCann 
creators week before last. 

Fifty of the agency's top creative 
people gatliered in New York from 
near and far parts of tlie country 
for three and a half days in a type 
of conference traditional with Mc- 
Cann-Erickson, tlie creative sem- 
inar> This kind of idea-fest is a pop- 
ular method of ad propagation 
(spoxsoR, Feb. 10) but few agencies 




Ceorg Olden (/), vice president and senior art director, takes notes at McCann-Erickson 
creatiie seminar beside Chester Posey\ senior vice president and creator director 
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Paul Foley, rice chairman and senior 'k^\ 
scribbles as Jerry Snead. art director, 
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for it seems to absolve most ad- 
vertising and most advertising pro- 
fessionals from serious blame. But 
it iSi dead \yrorig. The problems of 
this bnsiness are eaused by too high 
a pcrecntagG of medioere advertis- 
ing — masquerading rmder sueh 
nam(3s as siXupd,, professional, long- 
range^ e|e.^ But it is mediocre — and 
as sueh it often has proteetivc color- 
ation, for the mediocre^ like middle 
age^ sneaki upon ns iinaware . . . 

"The job of advertisihg profes- 
sionals— ^iri all phases of our busi^ 
ness^ — ^is to challenge this medioc- 
rity, evei^ day^ all day. This fra- 
qjuently means challenging the im- 
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challengeable, the safe, the secure, 
the highly prized, the traditional. 
But the challenge principle is our 
only defense against creeping medi- 
ocritv/' 

Later, in a switch from critique 
to creation, the seminar called in 
members of the "Second City" re- 
vue ( photo page 27) from the New 
York stage where they are appear- 
ing. The troupe gave an illustra- 
tion of dramatic art that parallels 
the popular business brainstorm. 

Players took admen backstage 
to show how they build a skit, 
setting up a problem then going on 
to solve it. They stressed that one 
performer never negates the other, 
that a negative gag or comment 
tends to kill the action, in effect 
ringing down the curtain before 
the story is over. 

The agency people appraised 
creativity in entertainment of this 
type and compared it with the crea- 
itvity required for a persuasion ob- 
jective. 

Applying the lesson, Don Shore, 
vice president and executive art di- 
rector (not pictured) of the agency, 
summarized: 

'This is a constructive philoso- 
phy that grows out of tlie exchange 
of spontaneous ideas." Any time 
creative i:)eople exchange material, 
it is easy to say that "an idea stinks," 
hut tliis always has the effect of 
stifling discussion, Shore said. 

At the end of tlieir days of ex- 
change, McCann-Erickson semin- 
arians has packed up notes, story- 
boards, layouts, tapes, and reels. 
Now that they're hack at desks and 
drawing boards, some of tlie seeds 
sown at the creative seminar in 
New York already are taking root 
and will show up c^ventually on 
screens of the nation, in the lan- 
guage, and the cultiir(\ ■ 

SSCB marketer to v, p. 

liobert Kahl, marketing group 
supervisor of Sullivan, Stauffer, Col- 
\vv]] & Hayles, New York, has been 
elected vice president, it was an- 
nounced last week by Alfred J. Sea- 
man, president of the agency. With 
SSCB two years, Kahl was in a suc- 
cession of marketing posts at Bor- 
den, New York, from 1952-61 scr- 
ving the Borden Foods Co. Di- 
vision as (*X(*cntive vice president, 
corporate director of marketing ser- 




Kahl 



vices, marketing vice president, and 
corporate marketing coordinator. 
Kahl also has been research ac- 
count supervisor of Young & Rubi- 
cam and has held oflBces in the 
American Marketing Assn., Adver- 
tising Research Foundation, Assn. 
of National Advertisers, Grocery 
Manufacturers Assn., and Sales Ex- 
ecutives Club of New York. 

KMG billings rocket 
up 22% to 45 million 

Ketchum, MacLeod & Grove, Pitts- 
burgh, an agency sponsor estimates 
is pending a third of its cHents' 
money in broadcast media, billed 
$45.2 million in 1963. The gain was 
22% over 1962 for the largest an- 
nual increase in 40 years KMG has 
been in business. 



Edward T. Parrack, president, 
said the gains grew mainly out of 
increased activity for existing cli- 
ents, now numbering 75. Current 
budgets point to further increases 
and to a general economic rise. 

KMG employs 317 people in Pitts- 
burgh and 116 in branches located 
in New York, Washington, and 
Houston. 

Cigars and cake mix: 
fashion as sales force 

Computers, test tubes, and con- 
sumer surveys are all fine for mar- 
keters, but women's intuition works 
in the marketplace, too. 

In a report to marketing men's 
wives, Julia Morse, vice president 
and account supervisor had plenty 
of coaching for those likely now 
to be the subjects of curbstone con- 
sumer research. In a presentation 
last week to the Cincinnati chapter 
of the American Marketing Assn. 
were facts likely to send some of 
the broadcast business' clients to 
consult their own authorities^ 
whether automation or intuition. 
Items: 

A Chirurg & Cairns account, 
Waitt & Bond is getting ready to 
sell a new small cigar to women. 
When the client consulted agency 
experts on color and fashion,-; the 
suggestion was ""'His and Hers" 
colors for the tip. 

The 18-35 age group of women 



f Non-scheduled event at Olympic Games 
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Meeting at Innsbruek, Austria, ckiiing recent 1904 Winter Oiyitipie Gaines 
were Ken yon & Eekharcit president David C. Stewart (r)^ Giancarlo Ros- 
sini (1), ageney*s intl. v. p.; and Prof Fried! Wolfgang, general secretary of 
the Austrian Olympie Committee. K&E represented Olympie Committee 
in the sale to ABC of exelusive television rights for Games eoverage 
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g *Bl0w-out' for agency veterans 
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Huffing aijd pfiuflSng at Qaudles on caJce marking tenth anniversary of Chi- 
cago's Clinton E, Ftaiik, Inc.j are agency president Frank (bow tie) and 
12 of IJie home office staff witii it since its foundir^g: (1-r^ front) John F. 
Sicks;^ Philip E. Bash,, Mary Lou Petersen, Louis E, Schueler; (back row) 
Riehard T^nner^ Eue McClain DoIaUy Kenneth B. Karcher^ (hidden) Mar- 
shall tlolingue,, Dpris. Monhiette Johnson, Jay M. Lill, and. Hill Blackett, 
Jr. All FjfMk jrersowel in Chicago, Richmond, and Los Angeles oJRces 
vve^re given tenths of champagne and ten-franc notes 
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TIME j buying & selling 



Timebuyers: what they werlv 



RUDY MAFFEI 
Media Director 

Gardner Advertising Company, New York 

WHERE DOES toclav's timebuver go 
from here? 
Before tackling that question, it 
would be useful to take a retro- 
spective look at the '50s and '60s 
to trace the evolution of the agency 
media business as a springboard to 
the 70s. 



Not too long ago — in the early 
'50s — agency media people (time- 
buyers, included) were not always 
welcome at the front door. They 
were often regarded by agency and 
client brass as *'those numbers guys" 
of little imagination or professional- 
ism, whose value lay principally 
in being good horse-traders. Many 
agencies had * media" departments 
incongruously staflFed only with 





RUDOLPH P. MAFFEI 

Recently named media director of 
Gardner Advertising s Neiv York office, 
he was vice president and associate media 
director at Benton & Bowles, 
before that was a media buyer at Maxon 
and at Fuller ^K: Smith & Ross, 
lie studied at Cornell University, 
the College of the City of I\ew York, 
and at I\ew York i niversity 



(L-r) Media buyer Rose-Marie Vitanza, media supv. Kelly O'Neill, and Maffei at Gardner 



print buyers, and broadcast depart- 
ments staffed with timebuyers. And, 
it seemed, in those days, that there 
was a continual struggle between 
the two for control of the media 
budget, with the decision being in- 
fluenced more by intestinal forti- 
tude than by sound media precepts. 
With separated print and broadcast 
departments, the responsibility for 
media planning decisions was fre- 
quently abandoned to the account 
man. 

In short, the agency media func- 
tion was one of the last important 
agency services to reach full matur- 
ity. And, this did not begin to occur 
until the emergence of a cadre of 
media men skilled enough to think 
in terms of all possible media solu- 
tions to the marketing and creative 
problem. 

This maturation was, of course, 
given impetus by the advent of tele- 
vision as an advertising medium. 

The new generation of media 
people was bright, aggressive, 
young, and college-trained — many 
of whom were, in addition, pro- 
ducts of our fine graduate business 
schools. It may surprise some of 
today's timebuyers to hear thnt 15 
years ago a media director could 
say to a buyer, . . . you wise-aleck 
college kids think you know all the 
answers," as one did to me. 

hi 1953, the earliest proponents 
of the all-media buying advanced 
this concept as the way to broaden 
the media department s contribu- 
tion to the total marketing effort. 
This timing was perfect for it co- 
incided wit]i (and, in fact, stimu- 
lated) the spectacular growth of 
media research which, in turn, 
caused media planning and buying 
to metamorphize from a s^at-of-the- 
pants business to a highly sophisti- 
cated profession. This new profes- 
sionalism gave rise to even greater 
demands on media research, enabl- 
ing the development of "new, im- 
proved" media usage patterns. 
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In part ^everv of a series of articles by agency 
ffiedy fe>ce<^5, QBrdner's Rudy IVIaffei peers into 
tHiB paMft and th^e future of the agjerncy media man 
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h»th« hgjj ten years agjo. He^ ftntds 
tlmt the teWfeim mdustry has 
r^aeh^id mMixri^^. at lem^t, In terms 
t& the: at&as of greatest impQrtaiiee 
to Mm7~ i^0tmM' fet. ^twus^ship ts 
miW^S»% at % lefd^: fS0^ftrig 

p^t^ws me "kflWFO: m& stiMlfe^^d^ 

^0:m^ietttfee rfiuaiioixs^ ta terras ojf 
Jihyfettml cover age awd performmxce 
liaig^toti: "hem Hmtlfed.. 4^s! € re- 
§flit$^ te figft. da bi$ iPh with ^leeter 
aor&teirei;? aftd )ia:Q§u:niwgt^ skill 
. . nmi with his; teft hmid> Ifet, m 
l;pite of tbis, hfe path to adi^axi^^e:- 
:Qa:^iit is te^meflt]^ btedked ff his 
mm .sfMiairm^fi, is hMfed fa 
hraadit«t media:. 

FoXj^. mB\ th^se woid^ ^:trltteit,^, 
llieffi rmmy prmpBroos ageiieie s 
wBc^ hSi^^ ftpt Iwtegtkted the hrmd« 
s^t^ mml priOl roMk f EJxcAtei^ o^i tl» 
huyer WeL Thay ^h»g '^©as^p-utr®^: 
feate^4j mi i»egr^tipg ih^s^ 
fujOt<^fciWs it the superufeory ferei 
^tJii^l' asi^Sfete jisedm ;dtecto^ ox 
hetaw li^ni- ^a^t the ^fstfeMOi imdm 
flTOi^tec or girmp media wpf ri^fej>r 
^ — ^Sali Im^e dme so: w!th .^ppafe^nt 
iijMiiS^ lalthaiifc^i not always liappi^ 

tends shtort-^ha0;g0 ttm timehuy- 
&ig ^:'p^f fct — ^ whig h'i'ftP W.e s 
igoWBd la the p^dMoa rf h.fe pr^^ 
spc^t^tf , , h0 it: '^gferorfc W luy- 
li^^ sp0t W btipi&g:^ tad& toymlg, 
fpOTfe prqgmm hnyffig^ And,; ftflte 
h^ Ufatdiin 'te &»pi#- aj ,hi'§ 



xnedia enyiraainacnt, hi.s Ixprizph is 
hmifced tP hiS pctrpchial sjDecialty. 

P are 11 tbet m a.1 ly ^ th e separate 
timehitying and pxint buying or- 
ganizational stru3Cture tends to 
sharfecbhange the agency as it liniits 
the niTOiber of pe<)ple it has with 
broad emough experlenee to enter 
top media maiTagement. Such an 
agency occasionally is forced to go 
beyond its hallowed walls to recruit 
siiperyisoiy peopte rather than de- 
vefopijig, promoting from within. 

^^%at, flieji^ can the 70s hold in 
store for him? 

For one thing. EDP (electronic 
da;t4 proce;$siixg)^ will etit0r the time- 
btiyer s life tP ^ greater extent than, 
ever before. Maiay of the analyses, 
evaluations^ decisions which Occur 
pled haurs^ days, even weeks of his 
tirtie 'Ivill he ^Gcompliiihed for hirti 
instantaneously ^s the Tnacliines eat 
into the mountains of marl^et and 
media data. Buying principles will 
bec^)in0 mor^ f ttrrfiaalizfed ^s th6 ma- 
ehtnes develop multiple regression 
analys®^ which, tell the buyer with 
piii-pMnt precfsfon wher^e the ad- 
vertiring dollars must be laid down 
to accjorrnplish the advettisjh g ob}^- 
tlvBs? Medif! a^^ailajbiUties will bg; 
tapidlj evahtated on the basis of 
amlieji^ce, demographic, and cost by 
our electronic relatives, I am rie>t 
lirggesting^ for a mmutev thonglT, 
that all timebuyers a^re gaing, to be 
replaced by the mechatifcal mon- 
ster. Biitthe fact that EDP wfll re- 
duce the turdber €^f fijnehn.yers 
fifeeded t^ ^& tfee samt fob is ines- 
capable; (Prof. Par%inton's dictum 
notwithstandingly 4dd to thi^^ de- 
velopraentsi in media measuremeatvS 
based 0% pro duct pMffie wh fch will 
gfoyide ^surefeoiMfleM tiinebaiying. 

M^di^ directars Will fitld^ there- 
fore^ that tlietr tiinehiuyers will be 
able handle the tlmebuying as- 
sigpmgrtt isr trnt^^ prad&cts m mw e 
ntarkejto- pr^ bitter 3101, "^^ifh th^ aid 
of EJQP ^itoy effectively haiidla 
Ihfe- tatal .itriedia as;signment for a 



product or group of products. 

Left to his Qwn choice, the time- 
buyer should attempt to broaden 
hisrepetoire to include print buying 
along Avith all other media as his 
avenue to future growth and deveh 
opment. In this way^ he can prepare 
himself adequately for his career in 
media management. As a good al- 
ternative^ he might consider bring- 
ing his timebuying skills into the 
programing area — where success 
more and more depends on a com- 
plete understanding of the opera- 
tive media inHuences: time period^ 
audience composition^ demographic 
cb^racteristios, competition, lead-in, 
Avhich have to be considered in 
addition to program quality. 

So, timebuyerSj, don't just stand 
there . , do something! 

One thing does seem clear and, 
that ksy that agencies with media 
departments now organized with 
separate print and broadcast buying 
fujrii5tibns would be well advised tcj 
consider the integration of these 
two functions. The logic for this is 
compelling even if \ve think only in 
terms Di benefits to our client-ad- 
\^ertiser$. However, when We think 
of the human equation, the logic is 
inescapable. AVe will not be able to 
continue attracting our bright:^ ag- 
gressive young college graduates 
if all we offer them is a narrow 
speeialty which quickly leads to a 
cul-de-sac. Today s young timebuy- 
er, with all his sophistieated tools 
and a more soundly de\^eloped 
broadcasting heritage, can soon 
master his trade and impatiently 
looks around for broader areas of 
responsibility in the 'Yds. 

Unless we can assure him that 
broader ^t0m of respomibility will 
be his^ w^e Will have l& settle for re- 
cruiting less than the best to our 
ranks. We must stop looking 
through the \yf ong, end of tire tele- 
scope when w^ defijie our buying 
functions, and broaden the bu>dng 
f unction to inelude all media. ■ 
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Sunny ties up what the 
"Sunshine State's" business 
magazine, Florida Trend, 
cites as "FLORIDA'S MAV- 
ERICK MARKET/' 

WSUN's home county has 
the nation's highest incidence 
of auto and stock ownership; 
brain power industries; high 
discretionary income . . . 
Florida's 2nd market should be 
1st on your list. 

WHAT A MARKET, 
AND SUNNY SELLS IT! 




WSUN 

TELEVISION - RADIO 

TAMPA-ST. PETERSBURG 

Natl. Rep: VENARD, TORBET & McCONNEU 
S. E. Rep: JAMES S. AYERS 





Johnson heads Metro 
Radio Sales in L. A. 

Bruce Johnson has been named 
manager of Metro Radio Sales' Los 
Angeles office. He joined the firm 
after nearly 
two years of as- 
sociation with 
AM Radio 
Sales in Los 
Angeles, and 
three years as 
manager of 
Peters, Griffin, 
Woodward Ra- 
dio, same city. 

His back- Johnson 

ground since graduation from the 
University of Southern CaHfornia 
School of Telecommunications also 
inckides a tenure as radio-TV di- 
rector of Stamler, Johnson and 
Trotta Advertising in Washington, 
D. C. and some time as a member 
of the sales staff of KOOL-TV in 
Phoenix. Johnson replaces Robert 
Jones, who was promoaed to the 
position of advertising director of 
Ice Capades, Inc., a division of 
Metromedia. Metro Radio Sales is 
a service of Metropolitan Broad- 
casting Radio, a division of Metro- 
media, Inc., and presently reper- 
sents WNEW, New York; KLAC, 
Los Angeles; WIP, Philadelphia; 
WHK, Cleveland; WCBM, Balti- 
more; KMBC, Kansas City; and 
WDRC, Hartford. 

IRTS adds marketing 
session to TB&SS 

The International Radio & Televi- 
sion Society's popular Time Buying 
& Selling Seminar will be expanded 
from an eight- to a nine-week sched- 
ule of instruction, according to AI 
B. Petgen, chairman of the TB&SS 
committee and director of client re- 
lations, American Research Bureau. 

The nine-week format goes into 
effect with the spring '64 Seminar 
term, scheduled to begin Tuesday, 
Mar. 10. As in the past, seminar 
sessions will be held on Tuesday 
evenings, from 5:30 p.m.-7 p.m., at 
CBS Radio, 49 East 52nd St., New 
York City. 

The new session added to the cur- 
riculum, titled, Tlie Aclveitisers 
Problem, is designed to add a mar- 
j keting dimension to the seminar. In 



discussing the 5>ession, chairman 
Petgen told sponsor: 

"It is specifically set up to ac- 
quaint seminar students with the 
basic factors involved in the adver- 
tiser's marketing decisions . . . the 
elements that must be weighed and 
evaluated at the advertiser and 
agency account levels before intel- 
Hgent media planning cari be ini- 
tiated." 

Another seminar session. The 
Role and Fttnctions of the Time- 
httyer, is being revised in approach, 
content, and title. Retitled Profes- 
sionalims in Timebtujing, the ses- 
sion will now delineate agency man- 
agement's viewpoints on what 
makes a top-level timebuyer. View- 
points will be presented by a major 
agency media director. This session 
was formerly conducted as a time- 
buyer panel discussion. 

In both instances of curriculum 



ALEX PODHORZER: 

for fun, headaches 

Don't try to cure Alex Podhor?; 
timebuying headaches — they tti 
the job fun! Alex^ who recei 
joined Gardner's St. Louis office 
a media buyer, sees these timel 
ing headaches as an integral 
of media. "Buying is the inte 
tion of the fanciful pitch hapep 
strained through a sojnev 
jaundiced eye, and hopefully 
anced by common sense/' 
Alex, "The essence of media bu 
is in the decision, and the biii 
we are, the more decisive and p 
sured or headachy we beco] 
Cure the headaches? Never! T 
would only end the fun!^' A 
formerly of Young & Rubica 
New York and Chicago, buys 
Purina Dog Chow, Purina 
Chow, Puppy Chows, and W 
man's Chocolates . He enjoys 
"continual challenge of detefi 
ing just who the vague numbers 
in 'media land' actually repres 
and then building the precise mc 
program to reach those uncer! 
and shifting people." But he 
plores the lack of time, and 
the only answer for that vmi 
complaint in a "totally preplan 
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that f estilt^ of a special i^M^y takgn 
rifttflft| the faD .seranar gradtiates; 
-wpM; '-^afi im^JiiabJe #uM'e^ m com- 



feraci. mflf be as fallows i 

. . . itS" Tolii- In th% df¥^topOTJit' 

fM)3hB%t — • Problems confrontmg 

tke etffeef- ^ w3i«5 are thie ms- 
IWUWs i ^ 1 mMh to spefld . . 

graphimHy . . . and! in wlmt mgdlR? 

Mmdlon^. Thme^ Bbjojabcast re- 
iMAliS FOTf.lAMEMT^i.S^ — Samp&g, 
fyfty ?and h^m . > . definitiorfc of com' 
tHftgs . . , mfing^, share, total 




pXm ftf aatiw, eixeoinpasstag not 

m 4«t prmtii^^j/ An .gftieulatt' 

(ifci^sfif and Sfe OplWge; ite 
Ity H ew Yoxk^ wliere He earned 

«.asWrsi tdieigtm m marketings 
te: fctSMS fto «:erge»je^ df 'a. 

^ wt^ -of ipftMfe^ed tadia.. 

ii'Jipf earing^ ait|l,.s.e#ml0 Wptia-. 
'^1 lltfc^ner Temgtrifcn,'^ he says>. 

'St„ Ito^ the Bed of mngmme^y^ it 
^^rfi| |ri#f p^ihfe that fm&) 

fL hm^mn tfap Iff ltejj.^lj^d 



II 



erage coincldjental^ Tei::a^lli tech- 
mqiics: , ^ * phonfe, :OTCS% d&ry, in- 
tigrVim^v 

S»5^ife)R Fpar;; Eeseabgii m plan- 
«NG and; Bim^iG — Buying . . . where 
to find and how to use the fesearch 
tociJ^i Planning :^ ^ mariat penetra- 
tion: ^ ^ ^ hiidget allQCfation . . . de- 
sired impHKt in terms of reaeh and 
frqquenev ^ . . medfa mixes. 

Session Fi^sK. the mema pla^—^ 
Starting, pofcit for an advertising 
eampai^ - . . what it is te^ed on, 
hx)X^ ft is imptemented. 

SeMgn Bixi PKOFEssroNALmi in 
'nMEBtTYiNx; — ' How to he a better 
buyer . , . day-to-day fob require- 
mentst . . . the timebuyefk role, to- 
and to^morrow^ in the Qhenfs 
DVeiraUt marketing: strategy, 

Sessjpii Savem The hep's job — 
Fundtion of the station representa- 
tive in the buying-seEing relation- 
ship. Organ32;ation of a typical xep- 
resentativa firtn , 9 - the eontribution 
he Q^Xi make toward a better' adver- 
tising ^arnpaigfl. 

Smsieri Et^Ikf : Network basics — 
The basif^ of network teoadcasttng. 
How the networks operate , . . ho^v 
they are sold . . . how boitght aiid 
how prfi'grMti^ech 

TUBE — The future of the advertising 
business . . . its trends and dtec- 
tions . , . its importanees to the 
nation's ei^onomLy. 

PersotJs intjefttMed in registering 
for the S^SOirtar should eontact 
Claude Barretev efceeutive director, 
IBTS, Inc^ 444 Madison Ave., New 
tork City 10022, PL«a a-24S0. Reg- 
istration fee for the semfttar is $15. 

Chairni^n Petgen urge^ all inter- 
ested parties & registei: at the eaiK" 
gst; opportunity to: insure^ aegept- 
anee. As in the past, seminar attends 
ance h linrited to 100 — and IRTS 
already has: jome 40 spruig students 
^si a result ol 0verflo\v^ registration 
for the fail terniv, 

In addition to Petgen, llie TB&SS 
commcittge iitclud^s^ Harold S. M^e^ 

den^ Fran^ipk-M^ed^n^ Marty Milfc^ 
director of research aad promotion, 
Meeker^ Richard Pi^kett^ media di- 
rector^ Footed, Gone & Beldtog; 
liongl S^hgfen^ aMc;otont e^eQuttive>^ 
Ha^rin^tort^ B;ight#f & Pardons;; Sam 
Schneide^r, WLW Madip sales ma:n- 
a^ger* - Bastem divirfon, Crosley 
Bjroad#aSfM^ and Maurie Webster^ 

vsp, ajid pnetaimMi^^r, Cm Ra- 
dio Spot $d\m, 



r 



I 
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AIRLINE 

MOGULS 





bu^y WNBC^TY, Top names m the 
flying field know it's the most effi- 
dient me^aas of reaching travel 
prosp;edt^ in New York. Among 
the aerdnautic t^edonis: 



ricjan 
Delta 
Eastern 

National 
Northeast 



Take a tip from the arrllfies-: what- 
ever thd pJ-oduGt or Service you 
have to se\\j fry a flight on 
WNBC-TV. 




WNBC-TV 



N E 



Y O R 
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Innpact Media Sales, FM 
rep, fornned in Ohio 

A new sales representative com- 
pany specializing in FM sales has 
been formed by Tbomas M. Fergu- 
son in Cleveland. According to 
Ferguson, the fledgling corpora- 
tion's president, Impact Media 
Sales will work with FM stations 
from coast to coast as a local sales 
and merchandising representative. 

Ferguson is the former general 
manager of W^CUY, Cleveland; has 
also been associated with VVCLV, 
same city; and WEAW, Chicago. 
Lynn P. Ferguson has been named 
vice president and art director of 
the corporation, and Cleveland 
attorney Lloyd J. Fingerhut, secre- 
tary. 

Ferguson will function as treas- 
urer as well as president. The 



board of directors of the firm in- 
clude Ferguson, Fingerhut, and 
Howard C. Prange of Louisville, 
Ky. 

Underwood expands 
broadcast advertising 

The \Vm. Underwood Co., maker 
of canned meat spreads, sardines, 
and Richardson & Bobbins chicken 
products, has greatly expanded its 
radio schedules, is delving into TV 
also, to push its canned deviled 
ham. Both radio and TV spots use 
humorous situations involving the 
Red Devil. 

Underwood s radio campaign of 
minutes, 20s, and IDs, is now run- 
ning on 104 radio stations in 42 
prime markets across the country. 
Drive will continue throughout 
1964. Two years ago the firm ex- 



BUYER SETS SAIL 




West Coast buyer a winner!: 
Timcbuycr Jane Dahlgren of 
Honig, Cooper & Harrington 
is the happy winner of a con- 
test entered by more than a 
thousand agency people and 
advertisers in 18 cities across 
the country. Jane is now en- 
joying the Grand Prize, a two- 
week $2,000 Caribbean cruise. 
WOWO Radio (Fort Wayne), 



held market story presenta- 
tions in Muncie, Marion, In- 
dianapolis, Boston, New York, 
Philadelphia, Cliicago, Mil- 
waukee, Minneapolis, Detroit, 
Toledo, Lima, St. Louis, Kan- 
sas City, South Bend, Los An- 
geles, San Francisco, and Fort 
Wayne; asked all those attend- 
ing to enter their names in a 
drawing for the Grand Prize. 



Commuter-aimed promo 



mm i 




soon 

mn m will \mmi 




RKO General Broadcasting/ National Sales 
has purchased ad space through Parhade 
Displays and has place this illuminated 
color display in the west arcade of the 
N,Y. Central Building between 46th and 
45th Sts. on Park Ave. to call attention 
to its co-sponsorship of a radio methodoU 
ogy study being conducted during the 
months of January and February in the 
Detroit area 



perimented with radio, found sales 
responded "extremely well." Tests 
last year utilizing spots featuring 
two celebrated deviled hams, Boh 
and Ray, hiked sales so sharply that 
the two radio personalities were 
used for the current campaign. 

As an extention of their experi- 
mentation with broadcast media, 
Underwood is now sponsoring na- 
tionally televised TV program reg- 
ionally, in all three West Coast 
states. Campaign uses minute spots, 
will rim through the first (juarter 
of 1964 on both NBC and ABC. 
According to Stephen A. A\^itham, 
Underwood s director of marketing, 
results from this first concerted use 
of TV by Underwood will be care- 
fully evaluated to establish future 
policies on use of the medium by 
the company. 

Underwood's agency is Kenyon 
& Eckhardt (Boston). 



WFNF appoints Mid-West Time 
Sales: WFNF, Shenandoah, Iowa, 
names Mid-West Time Sales regional 
sales representative. The rep firm, 
with offices in St. Louis and Kansas 
City, will handle the station's sales in 
St. Louis, Kansas City, Omaha, Mem- 
phis, and Des Mqines. 
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6eti& tittter sSaiidB hy at Ifl Winm|f r lines up w puit Camera k in pisitten, ready ta feeord un video tape, whieh niieds no process^ing 



T ¥ ME© I A 







P^Pllyjefrrs gtf GBS fpurriey fin4 way to save Wnme 
Bry fecfirttiftg plaS^ oh vMeo tade With llve^ earHferas; 

"gmMMrn appl^ypK mow as aeaislierating their game 



r tmtaify ^^ere abfe to a«sl^rafe 
tli3g^ :&srfe mid savp tiixiig fe.v tmmd- 
tag It ai3 Tiide^a tep0 mtlx 

fng for s„om#^ &# biggi^st mdney 
1:0 gaffing bfetary Tw^o-maii teai^s, 
teeiwd»g mab toj) ^xm as Sarn 
Sj^^C Taff Lftxia^ End C«e: Lit- 

TOHt, wftt" till Wilfritog: ?f^S^^^ id t 

braj^tes it2iQ!EKipatimg fte &n^§ for, 

^ Tb# Ifet af Mnf aw 90t tbe S:er«si, 

ifited §atni:days ibMiagJi; tli^g iSiJ 
Apr. 4mTd feaiaie^ Anam- 

€ii. S^ifesiifed to fife ib^tt 
& Sfetwfa-WJllfa»t I paints, vw- 




/v £ 



Hfclf fig mmery wts f J^ftrd at 



with :ne\^ golfers at La Quints 
Country Club: near Palm Desert, 
aiiT. 

TbJs :niarks the first time a golf 
$^itgu 0i swli i2r>fflplexity, witb tlte 
'"srf' rKngtng ovei: iit IS-b©!^ bourse, 
ba^ beeii covered witb a 'li^^e'' 
Gamera tecbniqire. The series was 
reicorded. ScP&fe braad videa 
tai^e;,, whidl fe^qiiiir^s fid fifFOCessing 
and eaab^ played back imm^ediate- 
ly with picture ajord sound. 

Th^ tapiBrg wett perfectly^ says 
prf)dujD0r DiJii Curtis GBS; New 
Yoi'k,, *'W&iSil you Mt it Up Kkel M 
K^;e pickupr CurSii noii^s, * yotiVe 
g€(t camiBra^ ali over but you doxi't 
baVe^ the :^ftm^licated s^etup tbat 
yUA iMf e witb filW.;" 

At QBS hi tlflH/t^^odd, pfficrals 
said the golfprs, tbem^elves £awr§d 
the use. rf video tape beeanse th^ey 
&d.uld f)ljPLy flba game faster wbfle 
fh^ HiSi^rgg .^dntirtu^d td r^0|>rd> 
CtLifis ^grjged the t^pilTg went fa^fer 
thau ft. wauld bwe gone with the 
use film. Arid be added, ^'The 
llity is p^rfej?t^ It Ktd/' 
T^ajt)^: Jm thei CaWornia portion 



of the series include; Sam Snead 
and Tony L^nia; Gen^ Littler and 
Bo Wininger; Art Wall and Jackie 
Burke; Dow Fjnsterwald and Bob 
Gaalby, and Julius Boros and 
George Bayer. Among the teams in 
the N,J. tape are: Jack Nicklaus and 
Phil Rodgers; brothers Jay and 
Lionel Hebert; Don January and 
Paul Harney; Mike Soucbak and 
Doug Fotd| and Bobby Nichols and 
Jacky Cupit. " 




Phhiip tracfc Mit^, of sm^rul mhkhs u^ed 
by CBS to iiJipe to^irney^ carried equipmenl 

and provided a platfotM for canterammi 



TwQ; things. 

Qn0 — ft points Qut how brilliant a job 
advertising can really do. Two — it proves that 
t\x^' Mt&ftlBi^f who does it generally , 
winds up with the busine^. 

The maral is obvious. 

Which brings up two things more. 

Dne— there are some 7500 men and women 
involved in the purchase of national spot. 
Of this numbw— the top 2000 control over 
95% of the total business. We call them 
the "influential 2000". The most economical 
way to pre-seH this "influential 2000" is 
via a schedule in SPONSOR because SPONSOR 
his the greatest penetration of influence 
with this "influential 2000" of any book 
in the broa4east field. 

Two — give your ads a "patch" of individuality. 

WithjDUt it— tJie page you buy is empty. 
With it — you can spark a purchase, increase a 
Schedjule, .motivate a new appraisal, change 
a buying pattern and build your station's 
volume every year. 




THE; IS^EEKfcY MA&V&ZINE: TVyBAD!0 ifcliVERTISERS USE 
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A\is can't afford 
television commercials* 



Aren't you g 





Do ) ou know what it costs to 
make a television coninjerciaj? 
About $15,000. 
Of course^hat inclines highn 
>\av^\yestern sk>vcar, pretty girls 
[j and a catchy jingle to delight the 
hearts of music lovers. And then, 
vou still have to pay for puttingiton the air. 
Avis hasn't got that kind of money; 
We're onlyNo.2 in rent a cars. 

What w e do have is plent} of decent cars like liviely, 
super-torque Fords. Plenty of counters with girls behind 
them w ho don't think it's corny to be polite- 

We have everything but television commercials. ^ 

But business is getting better. , ^ 

Maybe soon, you won'^t be so hicky. 



Avis hit- run ad 
hints TV interest 



Ad manager refers readers to bottom of newspaper copy 



TELEVISION partisans were simulta- 
neously miflFed and encouraged 
last week by a print ad (above) 
that 

1 ) knocks TV, they feel, but 

2) teases with an implication 
that the advertiser might take to 
the air when ifs rich enough. (A 
fair inference, the offending party 
thinks, ) 

The advertiser is Avis Rcnt-A- 
Car System of Garden City, N.Y. 
Newspaper pages and fractions 
were used in major markets to an- 
nounce, ^'We can't afford to adver- 
tise on television. Aren't you glad?" 
(See reproduction of ad.) 

The Avis copy said the company 
doesn't have $15,000 to spend for 
a TV commercial but hinted that 
with business so good it might have 



the wherewithal "soon." 

Leon Heller, advertising director 
of Avis Rent-A-Car System, calls 
national TV a "near future" possi- 
bility, and he directs questions to 
the media buyer and account peo- 
ple at Avis' agency, Doyle Dane 
Bernbach, New York. 

Referring to "some of our friends 
in the [TV] industry who're a little 
sore at me," Heller thinks they 
might profitably read the bottom 
of the ad. 

Reaction to the headline and tone 
of the Avis linage was heated, and 
upon reflection the advertiser thinks 
now that it may have been "a little 
too clever." 

The agency view of Avis' ad: "I 
don't think it was knocking" TV, 
says Maxwell Dane, vice president 



of Avis' agency. "Everybody can't 
use TV most efficiently," Media 
must be geared to each client's 
needs, Dane explains, adding that 
the shop he manages has perhaps 
a third of its media billing in TV. 
He estimates the proportion would 
be closer to 40% if clients like dis- 
tillers, traditionally shut out of 
broadcasting, were excluded from 
the reckoning, sponsor estimated 
total DDE billings in all media last 
year at $74 million. 

Outside of what TV media men 
considered the derogatory tone of 
Avis' ad, the figure $15,000 to pro- 
duce a commercial, was another 
sore point with all who cried ouch 
when it appeared last Monday 
(Feb. 10.) 

Implied in Avis' ad description 
of its number-two place in the in- 
dustry is the assumption that it 
costs the number-one auto renter. 
Hertz, that much to turn out one 
of its famous flying-man commer- 
cials (now he has a flying woman 
along, too.). 

"It's just a nice round sum," Dane 
says. The implied advertiser (Hertz) 
who foots the theoretical bill, and 
its agency, Norman, Craig & Kum- 
mel, have no comment. Film people 
think this could be a realistic guess 
at what Hertz pays. The argument, 
of course, makes no pretense at 
cost-accounting such a bill. 

A commercial could cost half that 
sum, or half again as much to make, 
one producer estimates, depending 
on things like special effects and 
opticals — ^"Hertz has a lot of op- 
ticals." An assay by Harold Klein 
of Film Producers Assn.: "It's not 
a crazy figure." Of course, he adds, 
it depends on time, location work, 
color or monochrome, and all the 
other conditions. It could run lower 
or higher, but $15,000 could be die 
cost of a minute commercial, Klein 
judges. 

Commercials by the number-one 
auto rental service can be seen on 
two network shows, NBC-TV's 
Jack Paar Show, and GBS-TV's 
Perry Mason, which Hertz sponsors, 
plus occasional special evdnts on 
the networks. Hertz also has co- 
operative tic-ins with 16 airlines, 
some of which involve commercial 
ad plugs. 

Hertz TV billings are running 
into the millions, split between net- 
work and spot, with the edge on 



38 



SPONSOR 



jftMWWK Thl Qiaitipany also is usin^ 
pi:ijimrj^ and s.^eQo&ry - market 

:eitttMiEf to. .gti^lP^affltfi* ggitjf ^dgn,^ 

IIjb milli,oft% i( is jckimpd^ althmgh 
n^wspmpOT billings ara estimated hy 
frad^ smirms to fell scjjiiewhere 

yigS&: HMW-tfl m.pn^y is in ptiiit, 
but Spi®£iJ of lb©. §oixipany s lacally 
lfceTis;6d services am in TV. Licens- 
ing bmdquarters affi^xs fta estimate 
CrS tow fiiteyi "howev^et. 

twnpl^f^ lists 13^' ©pinp^ii)?-^^^^^ 
rental oflBiei^ in, pity and airport 
lo^iana and more privately 
Wnad liiDefeeas^, wba ^nWbute 

Tbft fl^« eksfXps weekly irt 
i:iajkt^t tbat e^cplpitats bav6 only 
begm: to tap. Avis' foreigii opara-- 
tions embxaejg^ 560 locaEon^ in 36 

^ Tfe aijjQmJ rjeppett by Ayi^ stows 
Ulrat .Ji^st ye^a^ '0i§^ ©jpmprany %rok#; 
ihto th^ willitordollai: blagk ink 
iftm a f3 million loss tbe year 

OTT^ ttftoWl TV iy^fetf s^ 0i mm- 
jiappr a4wtf^iilg last Wtk wetg 
pfeMsed witli tbe "apd|aDenqy * Avi^* 
gtfl itt anfe paper.. It ran next to- 
a #tt€i-i5Plftftft effort iti bA&lf a 
|ail©^ plOTg®'.. 

mwmg Mgfuraad ten* 

QjSateiftejfial Rfeiit - A - Car 
' #fSt§ifi^ Los; Angd.fes^ ba^: jnst 
partteA ti^irtis^g md ppWiic^ 
relatipw ^QWiJll f fet SUtiend 
tod loBal pBmp^igns* Geafteg 
natibnal expans^lpti^ the 
•%m^iBM. 0&mpmiY headed hf 

fiftpMir Bmhm Mdt^ ap- . 

^ fbudpi* ami TOdi^: y^t Wd^- 
i t€^Kminied) and iKalitiMJ C^-^ 
J€(^ Y^i^kjR tor 00rpgrat€^ PW^- 
UMty arid publfe relatfens^, 

A;)batt| ,a ;MI-d«iii «f ^ 

i^ompanief %avt. a litg^d illfft ' 




^5 
'0. 



i 



get WITN-TV V. p. stripes 




Ctociinjg, details on Idteatfbti with a mobik uniit of WITxV-TV Wasfeing- 
tpn^ N*Cg^ are ftree !newl|^ eieqieB vic^e presidents oi the station (I-r): ops. 
dir. MsCl Wilson; sales mgr.. Karl Bmome and ehief engr* Harvey Mason 
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I unit; 
erscjh at helm 

Charles A- Hen^setsons with NBC 

netwmk in, a bost of capacities for 
eigbt yearS;^ is back at bis old baant 
with the flew 
fitJjd of )dirHetOJF, 
Corpof atfe Pro)% 
ecftStY 

The Corpo- 
rate Projects 
was;orgafi- 
eaify l^St 
yect tp pljfl 
and e^eciita 
special NBGinr 
formation prQj- 
lectsi of a corporate Ji^tafe.: 

JMng NBC in Wm m publicity 
representative for Victory at Sea^, 
Hefldir $Qn wSs yiamed publicity di- 
tector of th# T^IEpG Film division a 
year later. In when KBC cr:e- 
ated its^ E^tplDitatian Departraeni 
with Al BylandBi" as director, Hen- 
derson t^aS selefc&d as its inauag^i". 

% hu PSs assigned to the 
NBC Jl^dio Participating Programs 
department as press representative. 
He left NBC f n ISM t# bBcomie per- 
mxtsl pEbbc relations ignsultant to 




Hejidersan 



Matthew Culligan, president and 
chairman of Curtis Publishing. He 
returns to NBC from that post. 

Reporting to Henderson in Cor- 
porate Projects will be Leonard 
Tra^nbe who has been named ad- 
ministrator, and H. Peter Moreau^ 
special press representative. 

Traube has been director of ia- 
fOrmation services and advertising 
for WGBS-TV, vices president pf the 
Eatle Ferris Co., and editor of sev- 
eral publications. Moreau joined 
MBC as a page^ worked briefly in 
Broadcast Operations and Control, 
and in May of la^st year became a 
sports writer in the promotion 
department. 

C^pra will bargain 
for dtr^ctors union 

Frank Gapfa is the man named by 
the Directors Cuild of America to 
head the negotiating committee; in 
the upcomiag collective bargain- 
ing bout with the Assn, of Motion 
Picture Producers and the Alliance 
of Tsdevision Film Producers^ 

DCA contracts with both groups 
expire on 
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ABC^s upbeat pubafffairs 



IN the three-network race to im- 
prove general image through pres- 
tige pubHc-affairs specials, ABC-TV 
haSj until recently, been working 
at a disadvantage. Out-gunned by 
the established documentary and 
special projects divisions of CBS 
and NBC, ABC often faced prob- 
lems of clearance, and even of pro- 
gram supply in the area of informa- 
tional specials. 

The problem was solved, in part, 
by drawing on the resources of pro- 
duction houses equipped to de- 
velop public-affairs shows, notably 
Time, Inc. (NBC and CBS still do 
not like the idea of accepting in- 
formational shows not produced in 
the shop.) Partly, the problem was 
met by beefing-up ABC's own staff 



in this important program area. 

This season, things have been dif- 
ferent, and advertisers such as Up- 
john seeking prestige vehicles have 
reacted to the difference. Under the 
guiding hands of Elmer Lower, 
president of ABC News; Jesse 
Zousmer, director of ABC-TV 
News, and special projects division 
director John Secondari, ABC-TV 
has made some sizable strides this 
season. 

Here's how the Nielsen score- 
board measures ABC's gains: 

Since September of last year, 
ABC televised seven public-affairs 
specials in various nationally rated 
time periods, prior to the end of 
the calendar year. In the same Sep- 
tember - December period, NBC 



Tv-Q-Quiz 

Quiz yourself on program appeal to viewers with 
grade school educations and college educations. 
Material for this quiz was provided by TvQ, 
based on their research of program popularity. 

(A ) Here are five programs tvith about the same appeal for 
adult viewers in general. See if you can rank them in order 
of their differing appeal to grade'SchooUeducated adults.^ 



1. ABC News Report 

2. Dick Powell Show 

3. Dick Van Dyck 

4. hootenanny 

5. Stoney Burke 
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(B) The next five programs^ also similar in general adult 
appeal^ vary considerably in appeal to college-educated 
adults.^ 



1. Meet the Press 

2. Sam Benedict 

3. 77 Sunset Strip 

4. Twilight Zone 

5. What's My Line 



August TvQ Report 



1 



Answers Quiz A: 



Answers Quiz B: 

i)\ 7^]p^^l^lj tun^ *y 

61 ' ^^n HM 'Z 



aired 11 such shows and CBS had 
seven (die same as ABC-TV). 

The average number of NTA 
homes deUvered by thq ABC spe- 
cials was 7,300,000 by Nielsens 
count. For CBS, the figure was 
higher, but not by very much — 7,- 
690,000. For NBC, the average 
NTA home count was 7,220,000. 
The figures put ABC, for the first 
time, in the homes-reac;hed brackets: 
of CBS and NBC public-affairs 
shows. Furthermore, ABC-TV's 
NTA Rating average was 80% high- 
er than its own average for such in- 
formational shows during the 1962- 
63 season. * 

Swisher gets stripes 

Arden E. Swisher, general sales 
manager of KMTV, has been elect- 
ed vice president in charge of sales 
of the May Broadcasting Co. The 
firm operates KMA in Shenadoah, 
la., in addition to the Omaha TV 
outlet, and is affiliates with KFAB 
Omaha. 

In charge of sales at KMTV since 
March of 1953, Swisher began his 
advertising and sales career with 
the editorial and sales staffs of sev- 
eral midwestern newspapers. Hd 
joined the Cowles Broadcasting Co, 
in 1939, where he served in the ad- 
vertising and sales departments. In 
1950, he was named sales manager 
of KOIL Omaha and was serving 
as that station's general manager 
when he joined the KMTV staff. 

Brown back in b'cast 

WESH-TV Daytona Beach-Orlanda 
named Kenneth H. Brown, Jr. pro- 
motion and public relations man- 
ager. 

Although his 
most recent ex- 
perience has 
been outside 
the industry, 
Brown in the 
past was man- 
ager of two 
Florida sta- 
tions, WGGG 
in Cainsville 
and WHYS in Ocala. For the past 
two years he was promotion and 
public relations director of the Ca- 
nadian Professional Football Lea-n 
gue. Prior to that, he held the same 
post with the Montreal Alouettes of 
the Canadian Football League. 




Brown 
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mcall te eB^aTCBd mhen your pradiijcis 



your cDpnpij^tciaJs in, ^olor^ then, ^ou 
0an §0 fii any ditejclfan.. Impact will 
Iriif t^asfeS .„ i shafles ^and §abtlejigs. 
will stand out as^ nev^r W&m And 

alivi,, you can g^t teg pe.nahyo]^atk 
printed W bat's moxM^ ym'll be gaining 
^^periieiifp v^ith. ft#jc0r > b%ildj:ng a 
hacHog of mlor material :te/of for 

use 

For the puMlia^ ic^f film, saer ^i&Hj 
artd te#iniml gMjSiggj wriie or pbone: 



Motion Pi£rtMe> Products Sales Dept, 
EASTMAN KODAK COMPANY, 
B!Odhj§gter% N. Y. 14650, or the regional 
sales diiiTiBions, 200 Park Avenue, New 
TqA, N. Y.; 130 East Bandolph Drive, 
Chicago^ 111. ;: 6706 Santa Monica 
Bmlevard, Hollywood, Calif. 



F<yS CaLOR , ,. EASTMAN Film 
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Phil Davis, president of Phil Davis Musical Enterprises, rehearses aggregation prior to recording a jingle for airing by an advertiser 
RADIO MEDIA 



No radio jingle is universal 



WOi 

par 



Phil Davis decries practice of selecting music theme 
as if all U. S. were tuned to same wavelength; 
urges advertisers to vary 'beat' for audience tastes 



SOMEONE said there are no mira- 
cles in history, only the sudden 
recognition by many men of what — 
up to then — has been unclear to 
them. There are straws in the wind 
which indicate that a little of this 
sudden recognition may soon open 
the eyes of advertisers to their 
neglect of valuable objective data 
in determining the musical tastes 
of the listening audience. 

In an interview with Phil Davis, 
president of Phil Davis Musical En- 
terprises, SPONSOR was told that ad- 
vertisers — generally speaking — con- 
tinue to select musical advertising 
as if all America were tuned to the 
same wavelength. This approach, 
said Davis, ignores the proliferation 
of stations in a multiplicity of ton- 
gues — linguistically and musically — 
and also ignores the important fact 
that these stations reflect the vast 



ethnic, social, economic, and cul- 
tural groupings that make up the 
American buying public. 

"Yet, year after year, advertisers 
and their agencies continue to act 
on the supposition that their choice 
of a musical approach will appeal 
to, and be acceptable to, all listen- 
ers," he asserted. "Their sole cri- 
teria of selection are, as often as not, 
their own personal tastes. This leads 
to a common malady: the band- 
wagon approach, imitation, mc-too 
thinking." 

Davis noted that if a rousing 
anvil-type chorus works for one ad- 
vertiser, a River Quai whistling 
march, lush strings, or a child sing- 
ing for another, invariably youll 
hear other advertisers chime: "We 
want something h'ke so-and-so is 
using'* — regardless of whether or 
not it is appropriate for the particu- 



lar product they wish to promote. 

Long overlooked by advertisers 
is the need for flexible musical for- 
mats that reinforce their overall ad- 
vertising objectives in terms of their 
markets and the expansion of those 
markets, he notes. Flexibility does 
not mean settling on one musical 
logo, establishing it, and then dress- 
ing it up in different rhythms for 
indiscriminate saturation cam- 
paigns; it means careful pre-plan- 
ning of a musical campaign that 
consists of a balance of musical 
styles with something to appeal to 
all segments of the advertiser's 
market. 

It should have one basic musical 
theme or musical gimmick easily 
recognized, and be i^rotean in the 
musical shapes it takes to impress 
itself on the consumers the adver- 
tiser wants to reach. Poh'ticians are 
past masters in rcshajoing basic 
themes in terms of geographic 
groups in order to win their support. 

Were advertisers to apply poli- 
ticians' strategy to broadcast media^ 
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Qlft Local, hrmdeast le%l% % im^ 
'S£^fW^mtM axe tafelng a pag^ fkom 
^^^iScai §^ate^ by studying the 




afea # the atidieRGes 
reached by fhs^ JtsftieM 'to thefr 
Slftrl4#titogaxea€- As a:i:gtoi|| iteyl-e 
UjSl fftmm itt a single ^adwttfemg 
appfgg^^ jfi^^fiBp td mMjch sales 
emcepts tp ^fe ^MQjsumm' ^oup 
they ace selling^, 

C^antraxy to some repprti^ sgid 
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roafori]^ rf listCTm ha^e their pxe- 
feixed st^tronsv m(\ fci pxefefenee 
h. based On soMJD-T^^pjfomJc^ethtifc^ 
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feteket;, thai ilt Kiice^^Qds in estmmt- 
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f^^exf blftk a its axja. 

Any t&fenfe® m ^mb^- 

i50[i,, ni3 na^tter tf4^g^ pgini^ up dit 
f extat^S- th^t' separate, ^stifif^n fxOftJ 
iije wotfe. Yet many ad^ttMi^s 



fregiiendy elBlter two^ three^ or 
more aMtfefts in tte sittne gx^e- 
gxajlhtc^ axjea wilh ropJcAitiOTs of a 
single OTusi^l ux television eom- 
mereial^, with little m tio thauglit 
gwen ti3 the muidfeiKtes that Aame- 
tari^e tlMsP staiioas> 

Seteation of m^tjsii^ and stationa 
needs moxe xe&enxent ^ study^ and 
understandfegi^ Instead^ too many 
ad^ertikeM feonMfiite M dperSte on 
th^ out-date<l $in'giif $am-Qt-Fep$t 
Gah premise that a single ditty can 
shave all rf Anxerica ox hit every- 
body's: spat. This thtnldng has little 
relatiiDn %x eyexf d^y life Snd Svery 
day pec»ple* It belpng^ to the 
the thirties and f orties^ don^inated 
by glaftts atid the seaxoity of new 

products "^ihg £or consumer dol- 
lars, 

Tiitpe Iff f reje 4efce^ 

Itt adyfertisiflg^ the €me is here 
{qi spWsoits to f r^ thenrtselves from 
:3nGient regime adyertising behayifir. 
A true understanding of the^ multi- 
ple role music can play in reaching 
aonJpatible audiences attuned to 
the rhythift mA lyxms most accept- 
able and appealing to ther^;, is Img 
ovexdue> Davis stressed. 

Fm what has seemed an interna- 
ihable tiine> professionals have stir- 
red tg breals iQosB ffiom the strait- 
jacket f omiixla of ^^rea^i^g musical 
GDmmercials geared to pers^onal 
tastes; of advertisers .agj^tides^ 
m'4 thgif families a:nd friends. "Be- 



cently^ our firm broke loose witb the 
submission of a balanced package 
at musical styles \vtth sometliing to 
appeal to each segment of potential 
consumers in any market." ilow did 
it work? Reported Davis: 

''This was no oycrniglit achieve- 
ment/' he said. ^^Weeks Rnd months 
went into an arduous study and an- 
alysis of the variations of musical 
appeal in different geographical 
areas, according to age, socio- 
economi^r ethrticahcyltural factors." 
Research included a comparison 
study of best-selling tunes, discs, 
and albums on both national and 
geogrgphipal levels. 

The same pbjeptive eyes were 
focused on box-office popularity 
polls and popular local, regional, 
and jjatlonal radio and television 
pragrams^ D3\a$ noted. 

For atlvextisexs and agencies with 
branches or affiliates in different 
geographical areas, this is a prize 
sOurcje for objective data^ he said. 
These branches ean contribute first- 
hand knowledge of what is popular 
and appealing to the consumers in 
theic areas. They are familiar with 
the programing of different stations, 
a prime clue to the type of audience 
the stations attract^ 

^^There may be no miracles in his- 
tory 0r advertising/' said Davis, 
''but legends exist to guide the 
cognoscente. And iu advertising 
these point to a more intelligent 
and objective use of music and 
miisical strategy/^ ■ 





itp^ a Gflrll% f&amSn} mcorimg axe (I-r) SsPU Emmh^ F. U» MayhurU Co,; 
trfe mmVmt f?| film pr-udu^^n .m. hem4ng Ms name I and Ph il Dmi^ 
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Fred E, IP^alker (/), general manager of KDKA Radio, 
Pittsburgh, receives Pioneers^ Mike Award from 
Broadcasters^ Foundation president Clair McCollough at 
annual dinner attended by more than 600 in New York 



LB«J hails award to KDKA 



PRESIDENT Lyndon B. Johnson has 
saluted Westinghouse Broadcast- 
ing s (Group W) KDKA Pitts- 
burgh, citing the station as "among 
the best-known of the pioneers in 
the development of the great art 
and industry" of broadcasting. 
"Through the efforts of such pi- 
oneers," he said, "broadcastiing — 
televsion as well as radio — has 
emerged as a primary medium of 
entertainment, education, and in- 
formation." 

The President's remarks were 
made in a telegram during the 
Broadcast Pioneers' presentation of 
its fourth annual Mike Award to 
KDKA at a dinner last week in 
New York. He added he was "de- 
lighted to congratulate Donald H. 
McGannon, president of Westing- 
house Broadcasting Co., and all 
those who have helped KDKA earn 
this most respected award." 

Praise was also tendered person- 
ally to KDKA by other government 
leaders, including Pennsylvania 
Gov. William B. Scraiiton; former 
Gov. David Lawrence; Sen. Hugh 
Scott (R., Pa.); Rep. Orcn Harris 
(D., Ark.); Sen. Warren G. Magnu- 
sou (D., Wash.); chairman of the 



Senate Commerce Committee; and 
Sen. John O. Pastore (D., R. L), 
chairman of the Senate Communi- 
cations Subcommittee. 

The more than 600 attending 
the event heard Lawrence recall 
KDKA's "leadership through the 
years." He said: "I think it is im- 
portant to emphasize that there has 
always been an awareness at 
KDKA of its special responsibility, 
not simply as another radio station, 
but as a pioneer. That awareness 
is based on pride, in part, and on 
rcpect for those far-sighted men of 
decades ago, who saw the value of 
radio itself and understood the 
wide range of services it could pro- 
vide, 

"As one who has followed broad- 
easting in Pittsburgh from its be- 
ginning," Lawrence continued, "I 
can testimv that KDKA has never 
failed in its responsibility, and has 
always kept faith with the vision of 
its originators. Indeed, it has never 
lost the spirit of originating, which 
is one of the many reasons it so 
richly deserves the honor you (the 
Pioneers) do it." 

In presenting the award to the 
station, Clair McCollough, presi- 



dent of Broadcasters* Foundation, 
cited its "enlightened management, 
inventive, entertaining, and infor- 
mative programing, and responsi- 
ble,^ rigorous community involve- 
ment." The award was accepted by 
KDKA general manager Fred E. 
Walker. ■ 

RCA's new tape system 
in use in Minneapolis 

KSTP Minneapolis is using the first 
two of the new RCA audio tape 
system for recording, editing, and 
re-recording. 

A technical step forward, the sys- 
tem is capable of accepting pro- 
gram information from a variety of 
inputs, including network, live, 
disc, or tape, and mixing it into a 
pre - recorded, broadcast - ready 
show, ranging from a brief spot 
announcement to a complete show. 

As an independent recording and 
playback facility apart from the 
studio control center, the system 
permits station personnel to pre- 
pare or edit either reel of cartridge 
tapes without interfering with the 
on-the-air programing. It can also 
be used for the sequential record- 
ing of spot announcements on tape 
for playback in radio automation 
systems and auditioning of records 
and tapes by non-technical person- 
nel. The system may also be used 
as an originating point. 




Loughren LaGuardia 



Sacramento sales shifts 

Brian E. Loughran has been ap- 
pointed national sales manager for 
KXOA, with responsibility for all 
national sales and merchandising 
activities coincidental with the sta- 
tion's national accounts. Loughran 
joined the Sacramento station, a 
Polaris entity, April 1 of last year. 

John E. LaGuardia, Jr., who 
joined the sales staff in Nkiy, will 
succeed Loughran as local sales 
manager. He has an extensive sales 
background, and was formerly with 
KGMS, also Sacramento. 
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Its station toWJjlf^ 

il^femiC^ W4 '''Mark Tmil/" the 
S^ndigfte make a stab at 
tecofning a sigplBt^ant ferce fa the 
fleM of radio aWd Tf Itatlw P Wrt^i"- 

As a starter, it hdpes to work a 
stuck trmsShi deal wllteli wGuld 
leave it ^pJ^ntf: flf WMM,^^<- a 
iWa-te^ef fljOMl iS^tteef l4f a k^e 
Si jVteg, t^big M^id^- Wklfiii gford 
»iai igf ptrp0tiot^ Hall wouH ex- 
olmngB its sfock ai KATZ, Regro 
stettan in St.. Laufe, ted KCORj^ 
ipariish stotfon in San AritemG!^^ 
WMMW^i«*6»lj€ld ffir^ally 

AlllO' ;e, G> l*we^ :&nd 

totter Gifllitif, and Ara^M 
and E4?i^ M. BHTtley. 

Aptplidatioii has heem filed wfth 
tke PCG and awaits its ^ji]pr6vaL 



'TCte Sid ^GeIsM f:klky Breatcart- 
ii^g Cm kMsi ^fpMWsA smw^l ex- 

^uti«| Bar its Bt§C'?-FM station, 
topped by the nammg^ of; Nteman 

and Clorathy Bragg ^a^ diregfor of 
w6raen^s a^Dtiy Wesi> 

Sfrifth &mie£t5^^ mUM -ajSPiUafeed 
s^jtti K»Kia?B^ Calf., 

and KIQ Los 4^gelp^. 

The statlan^, i^hiGh operi^tes at 
SSB baarn$ exehisively to the 
Sm G^teMl ¥&ll!^ ;aMwi:Ge. Ih 

^dittos .ft itf ms& affiiie^, a 

^bmaeh offiai at HMQ ©re^n 'St.,, 
!Pis a^jESPta* 
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r en beck, 63« dies; 



g, S3 years 

Funeral services "were iheM last 

^mfefeif Fxank J. Roehrenbeiek, for* 
gfetierBl manager of 'WMGM 

tmm WOT) N^lP^k^. ^ « 

off a heart ^atta^k Febv 7 at his home 
to J&mf Cityg, HI He was^ ^6i. 

B^^hrarib:e?ek began his ^Meat as 
^mxdtary Majar Edward BtfWeS; 
ht^oaMe m^sistant to 'Lo,m^$t vi® 
pjhft$M'int: t... Sidney,;^ land ^er^ed 
as^^ g^neigl mwm0t thm 

ifen,; WMOM,, for ^^S^ fmxn.. 







WL\B at Carnegie Ha 
tQp Nei;ra perforrrte 

WLlB^ "Mem York Megro^ 
oriented station whfch will 
sdfofi boost its power to Ift,- 
OQO watt% br0ad]cfast its; entire 
11th gfiriual *"FesrU!^al axfct 
Salute tJQ Hj^gro J^erfbrming 
Artists^* li\re front Carnegie 
Halh Staged Feb. B in con- 
isrpcction with WOB/s particj- 
j^^tion i^ IfuMooal Negro His- 
twy Ws^ek^ the feWiv^al was 
designed to: highlight the 
m0ny creative and cultural 
eontr ib^t^ tip N e gro artists 
ar&ts hav'e tti^dg in thft Amcir- 
ieaj^ Heritag|& p^tt^r^^ and 

featured thre^ hours p^r^ 
tormanees by a numbrer of the 
idutstanding Begro pers^nalf- 
li^;s ixVM <E;^ery fi^lll :of niu'S:i< 

ml m^^-^wWy atdditioji^ tbe 

station presented special 
awards f roni the Caroe gie 



honors nation's 
With special awards 

Hall stage to outstanding 
Negroes in the performing 
arts^ No commercials were 
aired in the program. 

Among those recefi^ring 
awards at the festival were 
t)uk^ Ellington (fop)^ whose 
citation was presented by 
Robert Fi Wagner^ mayor of 
New York City^ Sidney Poitier 
(at right in picture at left)? 
being congratulated by Ossie 
Davis (1) and WLIB geni mgr. 
Harry Npvikj and^ at right, 
Mrs, Vera BlcMillOn (1) and 
pr, ?^I)^a L. Smith, a physi- 
cian^ receiving special citation 
from Newark, .N. J*, council- 
man Michael A. Bontempo in 
behalf of Alpha Kappa Alpha 
Sorority for aiding WLIB s 
''Negroes of New Jersey 
broadcast series., 
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WILCOX PUTS THEM ON. . to find oul what' s new with Madame Nhu 

. . .whether Dick Gregory thinks he has a right to be uneivil . . .why Justice 
Douglas married his 23-year old secretary. In San Francisco, KCBS Radio 
hsteners quiz the men and women who make the headlines on KCBS News 
Conference. Moderators Fred Wileox, Fred Goerner, and their daily News 
Conference celebrity field phoned questions with wit and dexterity. This 
kind of two-way radio is aimed at adults, and it hits its mark by delivering 
quality response to advertisers. For proof, see our survey in depth. 

GOERNER TAKES THEM OFF 

. - . for an all-afternoon excursion into everything that's new, interesting and 
significant. A man of boundless curiosity, Fred Goerner guides listeners 
through new worlds. KCF^S Spectrum 74 is one-stop listening for armchair 
explorers. Goerner (with co-hosts Fred Wilcox, Helen Bentley) leads ex- 
peditions into the worlds of science, medicine, travel, history, fiction, fash- 
ion, Ihcsc are the listeners: the higher income, higher spending, higher 
educated families in Northern California. Ask for details. 

Foreground programming molds opinions, delivers adult response, In San 
Francisco, the talk of the town is the buy of the town. f(QgS RADIO 



A CBS Owned Station represented by CBS Radio Spot Sales, 



Godfrey Show to push 
new Armstrong wares 

Armstrong Cork Co, has developed 
an intensive network radio cam- 
paign in behalf of its first products 
created especially for distribution 
through hard ware-house wares 
channels. The products — Open Sky 
Window Cleaner and Palatial Floor 
Wax — will be promoted on CBS 
Radio's Arthur Godfrey Show from 
Mar. 2 tlirough May 29, with God- 
frey delivering the spots himself 
four times a week. Armstrong said 
it expects the commercials to reach 
an average weekly audience of 
some 3 million households. 

Open Sky is sold in tablet form, 
along with a reusable plastic 
squeeze bottle. The container and 
three tablets sell for 59^, while re- 
fill tablets are sold separately at 
three for 29^. Palatial, a premium- 
grade polishing finish for resilient 
floors, is retailed in a 26-oz. size for 
$1.69 and a 46-oz. size for $2.98. 

Godfrey's commercials for Arm- 
strong will stress the fact the two 
products are available only through 
hardware and housewares retailers, 
as well as their convenience and 
money-saving features. Tying-in 
with Godfrey's on-air campaign will 
be point-of-sale material ready for 
distribution about Mar. 1. This in- 
cludes a special group of shelf talk- 
ers, display cards, and other God- 
frey merchandising aids. 

11th Budwelser year 
on Ivy college web 

Budweiscr Beer, via D'Arcy Adver- 
tising, St. Louis, has renewed its 
contract with the Ivy Network of 
college stations for the 11th conse- 
cutive year. The web is made up of 
radio stations at Yale, Harvard, 
Dartmouth, Columbia, Cornell, 
Brown, and the University of Penn- 
sylvania. 

The campaign calls for four onc- 
minute spots each night, Monday 
through Friday^ — much the same as 
the play used by Budweiser since 
it first bought time on the network. 
The spots to be carried are those 
recently created by D'Arcy and now 
in national exposure. 

The purchase, as all national ac- 
counts, was handled through the 
Ivy Network's offices in New Ha- 
ven, Conn. 
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i Sfiny^ Cmn^^ telf fi&u S3 p^r^f^ hemus^ ihs sxjiwey s^osn'f oxjjrs. But aur 

I sofemen ceirr tell fou about this one^ and srM other surveys that show you 

• SPONiCli^ ^mBf story. 



TBiiif% fs«1 mlk hci¥e thg tepe-temrded wsfds c>f key buyers m 25 top 

' bJtS^adCTat ii3^tertising agerrcieB, enthusiaslrc in their SPONSOR response 

Whf^ resptini^e? Whf such unanirtiaus SUrtey fifldingjs? BecdDse we are 
fhe^SPQT specfall^ts . • ^ edited for fpof specialists. They need uis for 

^ttaJ Infer rrtatiQitt* Ytau ne»d them i&t $p&i sales success- 

i^rONS0R Happy Miittrn Itlwten Bufsr and lelliT 55S Fifth Avenue, Hew York 17 NUrray Hill 7-8080 
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SYNDICATION & SERVICES 



Business is thriving 
for blue-chip film firms 

Sampling of latest reports in fields of syndication 
and production show that industry leaders maintain 
strong positions despite strong general competition 



THE financial health of leading 
firms in the production-distri- 
bution-service areas of broadcast 
advertising is fairly sound, to judge 
from latest figures circulated along 
Madison Avenue. Highlights: 

• Four Star Distribution, whose 
fiscal-year sales last season topped 



$5 million in off-network rerun 
syndication, has made some strong 
sales gains. Since July 1, 1963, in 
the first six months of the current 
fiscal year, FSD sales have been 
"21.4% ahead of last year's half- 
year mark," according to Len Fire- 
stone, FSD's v.p. and general man- 
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Smoking guns for western syndie promo 




To fire up audience promotion for local airings of syndicated **Lone 
Ranger" series, Winston-Salem's WSJS-TV let fly with homegrown double- 
barrelled gimmick. Using two hollow tubes leading to holes in the muzzles 
of the Lone Hanger's six-shooters, a station stafler (wlio made no claims 
to being the fastest draw in town) pufl^ed local tobacco products to pro- 
duce "smoking guns" effect while 16mm camera ground away. Film was 
used in WSJS-TV on-air promos 
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ager. With an eye obviously fixed 
on business FSD hopes to write at 
the concurrent-with-NAB "TFE" 
in Chicago, Firestone said: "We are 
now approaching the heavy selling 
season. If our sales ration con- 
tinues, we shall exceed our last 
year's fiscal total." 

• Screen Gems, which is branch- 
ing out as a supplier of custom- 
made cartoon shows for leading toy 
companies while continuing as a 
producer/ distributor of network 
and syndication film shows and fea- 
tures, reported net income before 
taxes for the first half of fiscal 1964 
of $3,475,000 as compared with 
$3,263,000 for the like period of the 
1963 fiscal year. Per-share earaings 
were 690 as against 650. Executive 
v.p. Jerome Hyams noted that SG 
had "already sold three new half- 
hour weekly TV series for the com- 
ing 1964-65 season." 

• MPO Videotronics, commer- 
cial and audio-visual production 
firm, racked up sales of $10,088,773 
for fiscal 1963, up from some $8.2 
million in the previous year. Apart 
from a slight setback in 1962, 
MPOs growth has been steadily 
upward from the 1957 level of $3.4 
million. Said president Judd Pol- 
lock: "The intensity of competition 
in television commercial production 
has not lessened." • 

New products star 

Among firms which supply equip- 
ment and services to radio-TV, 
these plans to demonstrate new 
products made news last week: 

Technimation, patented special- 
eflFects process using polatized 
light to achieve illusion of move- 
ment, was due for a network show- 
case on the February 20 telecast 
of The Edie Adanis Show* The de- 
vice will make the setting for a 
musical production number appear 
to be in rhythmic motion when it 
actually remains still. 

Minnesota Mining has a new 
self-threading reel for audio tape 
recording so easy to use that "blind 
people have acclaimed it," accord- 
ing to 3M officials. The reel, and 
new tape products, will be show- 
cased at the Master Photo Dealers 
and Finishers Assn. convention in 
Chicago, March 1-5, and later at 
NAB. 

Toshiba, giant Japanese electron- 
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I ping people buy 




Im &wok $hM t# $h0wcam newest 
1m |te Una a, Mjew ^mk 

^mm Whteh ibmM delist soii^- 
ton^itfwes M diodes), E 16- 

Q&memB^ md partaM^ End auito 




Plans more ariifmtion 

Hgns^ 0iipJinstoii of praductton 
©I ai&aated commerciaisi for Hdng 
jCarLg are/baing e^rplaxed by D^vid 
Lann ml Hm^ K^^AgJs Uufted J'ilsi 
PfbdM0jBftrt, fgjiBntty met with 
,EMI Klatoj prf^id^t ai Anlma- 
tifiii| Iwf^.? pf Hgllfwood. 

^i^ilg in Hong Kong^ tetei^ision 
h novi ]festeict&d to ite X7J)SQ mh- 

gif^Efc snjftfajed coinxne^iEls EU 
fbe ipr^eijs^ o| the qommuni^s 88 
limters wrhfclc play to YirtnaUy fall 
bousas con^ETitly^ aQsordMg M 
Lart, a D.S>-fcr»Aed M^xig. Eon^ 

A xSH|ar ^^patfsion o^ television 
if in t)i0 proi^ass; of development;^ 
he addedj mitb actoi^ WiUiam Hol- 

&m E Cttaftar^ in u m'mpM^ tMi is 

vi^fen fer tbf Mand'^ 3^ million 
residerrts. 'C^levision. mill blossoin^ 
pr^edfeted Lam, beMilse traftsMox- 
i^id TY si^i ^ill f oat Only about 
$Wy 13'M^f to m&e. 

Lew is tittlng about Jio-produe- 
tion aixangements witli Klein^ 
whose Smi wonld provide orMfiVe 
idlaaiS. ^itfcfetf diltetiEl^ la^d f oagji 
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^Mtw^^ With 

#11 l^yals — aniitmfion,, baclc- 
gmund> stnd layout — ^to be made in 
Hon g Wim^. 
hUM j^ointfed oaij, life firm mEirt- 

tBim i fef^B ft^f of ^MlM stitfeam 
E^d It wovld be^ a. rmm amuomfeEl 

opf ration t^o mtilfee this pool of tal- 
ent for finished Enimatxon work 
feo do the job in th^ United 

Bit: on 0$B othg* h^nd^ he uofed 

his sfedip; gan use the jGreEtiye tal- 
eats Jbom Holl^ood^ to improve 
ite mmM pKddttit and '■feig&, 

i(:!Che Hiteg; Kamg f JoAifelSni og- 
fj^feioti. itn^t th^- oftly fereign wto^^- 
fion WHilable to lf.S. TV, Other 
aandtersi EuglEnd^, HollEnd^ arnd 
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ON RADIO? 



Get a great jingle, that's htiw. From 
Studio Ten productions. 

Studio Ten is new^ and young, and 
vigorous. Studio Ten has an oulstand- 
ingly creative talent -team. Studio Ten has 
reaiiy big facilities. Plus the best equip- 
ment in tfie business. 
Studio Ten is already gaining an enviable 
reputation for reliability. 
Tear out this psge, send it to Studio Ten, 
and you'll get your very own jingleman 
by return mall. No obligation, except to 
listen to hirn for five minutes. 

'd like your business. How about it? 



DIO TEN PRODUCTIONS 

SUITE 1329, EXCHANGE BANK BLDB., DALLAS 
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Broadcast media salute Golden State. . . Jan. 7 

Close-up of Walter Schwimmer Jan. 7 

Sales are up in newspaper strike cities. . .Jan. 7 

sponsor's annual business forecast Jan. 7 

lOO-market 'live" hook-up for Crosby 

tourney Jan. 14 

An automated station processes a spot. . .Jan. 21 

Broadcasts to originate at '64 fair Jan. 21 

SPONSORS Index Jan. 21 

Admen move against clutter Feb. 4 

$1 million research budget keys metro- 
media growth Feb. 11 

Denver: What's behind population and 

financial explosion Feb. 18 

FCC may try to regulate amount of com- 
mercial time Feb. 25 

Broadcasting has major role in AFA s plans 

to correct ad image in Washington. . . .Mar. 4 
Programing station groups are new force . Mar. 11 

Profile of a daytime soap opera Mar. 18 

WBZ jingle changed Boston hot dog 

consumption Mar. 18 

Networks find client interest in reality 

programs lukewarm Mar. 25 

Program producers approve FCC inter- 
vention Mar. 25 

NAB Convention April 1 

RCA dynagroove recording get syndi- 
cated FM stereo sendoff April 1 

TV syndicators aim newest drive at 

agencymen April 8 

Advertisers linger on the air after news- 
paper strikes April 15 

Fall Network schedules April 15 

IRTS seminars drawing industry youth . April 22 
New image for milk , April 22 



P. 38 
P. 32 
P. 31 
P. 25 

P. 33 
P. 28 
P. 33 
P. 37 
P. 39 

P. 34 

P. 32 

P. 31 

P. 37 
P. 31 
P. 32 

P. 30 

P. 35 

P. 41 
P. 55 

P. 43 

P. 37 

P. 39 
P. 32 
P. 36 
P. 38 



Back to school for Four Stars sales 

force April 29, 

New "group plan" advanced by NBC 

Spot Sales April 29, 

1962 spot spending hits $721.2 million . . April 29, 

Use creative drama to test kids April 29, 

Carol Rosenzweig (industry wife) 

satirizes age of timebuying by 

machine May 6, 

Savings & Loan groups "sell" money 

with TV and radio. May 13, 

ABC gambles on science-fiction May 18, 

CBS pulls new viewers — sidewalk 

superintendents .May 20, 

Can commercial talent costs go higher. .May 20, 
Annual reports feature ad information . . May 27, 
Audiences ready for controversy. 

Producer Herbert Brodkin reports no 

sponsor interference May 27 

Merchandising helps build ratings May 27 

Westerns' format change June 3 

Pressure groups in Radio/TV June 10 

SPONSOR surveys tobacconists on cigarette 

commercials June 10 

AA's decade in all-night spot. June 17 

Admen fear boycott & blacklist June 17 

Summer TV shows and sponsors June 17 

A commercial that works — for $21 June 24 

Artistry pays off June 24 

Musical commercials sell: Davis June 24 

Research response to TV commercials. .June 24 
Reps eye "Computerized' media buying. July 1 
Thayer sees new patterns in syndication. July 1 
Program- within-a-spot found popular .. .July 8 
Spanish language Radio/TV market. . . July 8 

Network radio renaissance, , July 15 

Reporting weekly "avails" .July 15 

Stalin special pays off for advertisers. . . .July 15 



P, 58 

P. 35 
P. 38 
P. 32 



P. 38 

P. 37 
P. 29 

P. 34 
P. 36 
P. 36 



P. 32 
P. 25 
P. 31 
P. 27 

P. 34 
P. 32 
P. 38 
p. 35 
P. 33 
P. 38 
P. 41 
P. 30 
P.3S 
P. 30 
P. 34 
P. 55 
P. 37 
R 40 
P. 42 
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SPQTCSOR's annual index it^emizing articles that 
^ pipe a red in the full year of 1963- For quicker 

story headlines have tDeen reworded. 



'I 



Option time ban: Opportunities & 

proMem^' July P. 

IMMt 'Bmkima Bmm of Bust?. July .20>P. 28 

The pt0^&Aiial Hoopef , . . Julj^ SQ^ P. 25 

Ipiojtsi^stl ftp; fwnitJtiRg S^tfe 30%:. . , , . July 29^ K 27 
Mall]c^p0nffi^erGialB, dan I hme to dull.^ug. 5^ P. 34 
Predict return of regional biz in 

s^,fflcition * . . , . Aug. P. 29 

Wirit m^iiM ^age aU-0Uf war on rliio 

■ ... * , ^ ^,A.ug. P .^ 25 



A:U4of]^X)t|vp iDilliugs soar Au g. 1% P. 29 

S^nderlfag: stations sell dernrocracy. . . . . . Aug. 12; P, 33^ 

TtAB ta&s Mofit-sell settimar to eight 

tm]W~ tsartetsf Aug. 12, P. 40 

fcgrsJ Ited tmMM S^Ils - Aug, 193 34 

Dlympto ^lamass dra^ §pDn^ors. . Aflig^ 19, P. 35 

Alitalia hxxfsi ABC's symplion^ .... Sept. R 2 
Mew ;|ttMil<fts create caf borate |>rofite . . Sept. E, P. 
ttife^ OeuBptitfer^ g ood Mdim hu t no 

step in pl^n by BTS t0 franchise 

Hallf Wt^d iSt^el^piles color leatares .... Sept, 9, P. 51 

ftadfo/T^ advertisers feee ma^e of 



S^pt. 9, P, 60 



em:s: 



Segt 9,P, 



Anth^logtes^ werstprm^ top 1964 nd 

pietwe Sept Ifi, P. 73 

Oaiffltiasf dals get a gcing over by art 

FQO rekas^^ '62 pidWrtMtxg figures . S#pt 23^ P* 28 
W^b TV time billings rfeei in first h^ll 

of W . ..... . . , , . .Sept. % P. 37 

BiWOaas in as Mokes M stake in federal 

si^d^ v^i V 1^ i Sdpt. 30^ P. 2S 

Kork^r, Saptord nppad iji^ KEO iJanetal. Sept BQ^P. 80 
na&Mon exporting tJ^ mai:keti!ng 
.„ ,Tip ^. » s. . . -. '. . • . . . . . . . . k » . -Sept.; 30^j^ 41 

Hfinl^y WSms excessil^e? use ol 



MGM tape division prjomotes three .... Sept. 30, P, 58 
NBC study cites gain for golf program 

sponsor Sept. 30^ P. 44 

Talent union demands in new pact draft . Sept, 30, P. 19 
Soft druiks in dietary food fields seen 

booming , Oct. 7, P. 47 

Stan Freberg, Advertising Non-conformist. Oct. 14, P. 31 
FCC Commissioner Lee is non-committal 

on codes Oct. 21, P. 51 

Johu J^luge receives Pulse award Oct. 21, P. 23 

TvAR Urges rnfore spot TV in medium, 

smaller markets Oct. 21, P. 64 

U. S. displeased as Brazil raises TV import 

barriers Oct. 21, P. 53 

Warning on automation from NAB, nets 

ind FC&B Oct. 21, P. 26 

"Hot teuth' ' market in TV syndicated 
s^te Oct. 28, P. 2l 

Standard Time Order is proposed at 

lEFM Qonvantion Oct. 28, P. 36 

Continued broadcast-media boom 

forecast at IBFM , . . Nov. 4, P. 21 

Hollywood girds for the sales season of 

1954-65 Nov. 4, P. 23 

Tgipe production houses more than just 

equipment Nov. 4, P. 42 

Top-ftight sponsors favor Wolper specials . Nov. 4, P. 54 
Sellihg called art, aot merely giving facts . Nov. 11, P. 60 
.Keep goverment control out of "public 

service *f , .Nov. 1^, P. 60 

"Zero One" new first-run MOM-TV 

series . . . . . . Nov* 18^ P. 58 

Sponsors sign loyalty oadis for top kiddie 

stories ..... Nov. 35, P. 50 

Four Stars "first run in your market'' 

dro^e ... ....... t . i ^ . i . . ^ . ^ , Dec. 2, P. 53 

President liyndon Johnson — what his: 

rOle means v . , . Dec. 2, P. 21 
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Debates open on fixed lengths for 

commercials Dec. 9 

National crisis cuts Yale-quarter radio, 

tv spot billings Dec. 9 

TvAR survey points up individuality of 

local market Dec. 9 

Radio and television receivers edge 

higher in '63 Dec. 16 

Station groups growing as a tv/radio 

production force Dec. 16 

Windy City adman revises opinion anent 

television Dec. 16 

Admen lukewarm to plea for aid to 

NAB's Code Dec, 23 

Comprennez-vous world of French- 
Canadian video? Dec. 23 

"Legal violations" of broadcasting code 

NAB problem Dec. 23 

Shorty features oflFered by Sands for local 

sponsors Dec. 23 

Audience promotion kits found valuable to 

advertisers Dec. 30 

Federal tax cuts may boom '64 

advertising output Dec. 30 

Gillette razor firm and ABC TV finally 

agrees to drop tlie shows Dec. 30 

Six CBS series in top 10 on homes reached, 

says ARB Dec. 30 



Cyanamid steps into network TV Jan. 21 

Jersey Standard expands cultural series. .Feb. 4 

Mohawk: Low cost color specials Feb. 4 

Yellow Pages zoom with 'Tingers" theme . Feb. 11 
Milwaukee's Boston Store finds radio a 

creative, useful supplement Feb. 18 

Scott cuts TV biUings by up to 30% ...... Feb. 18 



P. 41 



P. 21 



P. 57 



P. 27 



P. 53 



P. 34 



P. 19 



P. 32 



P. 23 



P. 52 



P. 56 



P. 23 



P. 32 



P. 46 



P. 30 
P. 33 
P. 38 
P. 28 

P. 36 
P. 29 
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Hertz keeps head with TV Feb. 

Campbell's V-8 Juice goes 100% radio. . .Mar. 
Masonite growth relies heavily on TV. . .Mar. 
Hudson gains regional strength through 

TV Mar. 

Liberty Mutual uses sports show Mar. 

Federal controls prime topic at NAB 

meet April 

New York market a laboratory for new 

techniques by commercial banks April 

Union Carbide's non-commercial cam- 
paign to push portables April 

TV/Radio boom Goldren Grain to 

nationwide distribution April 

Hour-long news shows sought by 

advertisers April 

Gold Seal Vineyards' market-by- 
market plan May 

Standard Oil finds sophisticated 

international commercials sell ,May 

Northeast flies high in TV sky. .May 
Anheuser-Busch "Pick-A-Pair" promotion 

paying off May 

Miller pitches young adults with jazz, . . .May 

Buicks TV golfing sweepstake June 

Goodyear "go, go" new commercial 

champ June 

Kimberly-Clark's Manners cited as 

"Commercial Classic" June 

Why Kodak likes TV .June 

Lady Esther back on radio June 

Radio brings travelers to Howard 

Johnson's .June 

Shell films desert auto test June 

Campion and Chrysler sponsor **500" via 

shortwave , , , , *July 

Fels hosts influentials to "Night at 

Races" July 

Ozon tackles hair-spray giants July 
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f 0 Siijall-eraff mdrfeet July 8, P. 36 

Gasi^gte. felmd bmgs feme G:, E; 

d&triiititer .. v . . July 29y P. 33 

C^^lgau gpm to Rome; lax new 

SixfflWorotel . . . Aug, 19^ V. 40 

l^-te^f ^\?^ti^ ^ . ... Aug. 1% P. 29 

If ^dmI S^Res r^fliifesiM© of 20-y^ar.Qld 

SojDojay has cOxne up wtA plan: to pre^ 
test all ^&gf ...... . . . ........ . Sept* 16> P. 42 

ttrf^rstodittg of ^xtm^ £ox 

'^UL^i/^^^^^^i^f. ♦ ,1 . , ^ J,,, . t > IS- ifi . #s if m H ^ * f S!0|l^t* ,2Sj Pi 30 

Se^lm tKfeS: sppi t¥ foj^ ^''spieoal'' 

sampaigni ^ . . , , Oct. 14, P. 24 

4teoE ifttaJdiSg 'liiffd seir image with 

hmA nM^4^ ^'^^^^ ^^^.^^^ ^ , , , ^ i . , . ^ . w^i^i>v. 4,Pg2H 

Glotliigs T¥ colan^^e^^0ia^s Beed tnftrift th^n 

modelling' . . . > . . > . . . . . . . , . . . , Nov. 11, P. 3§ 

Marki&ig jesieaxA Icey to Renault s auto 

fia^ti^ii Ak imm. E^gbteiigd 

sliowmambi^ , . . ,^m, P. W 

G^neml FdDjjs ledrapxles produet-p^ctfif 

ihiffiffiaiie:^ Kov. 18, P, AO 

nmrtetmg AljA theWe ........... . Nt5v. 18, P. 21 

■msJtrg TV ralesr deeried by a^^meTiaa- 

K^aJs Itedte /"^Gr^te^ ShowBoaa' as 

dTfcu:Mi5f & fetee . . . . s .Bee. Bi P. 40 

Liber^ llsiftisl jorefci^ 3Qesemiw3. T¥ 

Per?s:i'€t(l€« |a9 million into m world 



m M i€ >' # ■!* *' * • 



>«1^ e©^.- ^9^ 



World Jstgest mmpmy a 

^ video wfeW. - i * . * y . . i . . ..Hee. lfi,:P. 24 

Del Mionte Wte salfs wi& tilev^i^joi)^, 

.................. . . . , . . , 30, P. 28 



Careex tracing of piooneer agency time- 
buyers ^ .Jan. 14, P. 34 

10 Young ag^jicies to watch .Jan. 14, P. 29 

Y&B'^^ new Field Services Division ...... Jan. 14, P, 39 

Media m^n on programing Icnpwledge. . Jan. 21, P. 25 
Computers cause media department 

re-evaluation .Jan. 28, P. 25 

4A seeks guarantee for preemptible spots. Feb. 11^ P. 25 
Batfc^ marshals media and programing 

departments under one banner. ...... Mar. 4, P. 29 

Smaller agencies make wider use of 

broadcast media Mar. 11, P. 25 

Mores of Madison Avenue reception 

rQ^QxuiS ..'ij, IVJay 13? P* 34 

Composer EatQn is B & B musical 

xiirecfor June 10> P. 33 

Haw Hollywood feels about Madison 

Afe . . , , July 15, P. 33 

MadisGji Avfenue ^iews HQllywood. . . . .July 23, P.32 
Big agencies can learn fj^Pin smaller 

shops July 23, P, 30 

D-F-S gets De Luxe Reading Corp. Sept. 9, P. 26 

Bidding: how ad agencies^ producers 

^iew it Sept. 16, P. 51 

BMlings surge at Interpublic pos$s 

prablems Oct. 14, P. 39 

K&E plans to boycott non-code stations. Oct. 21, P. 37 
Ai&S tests new method for study of mass 

media Oct. 28, P. 33 

K&B 'S survey reflects WiUingness to ba<3k 
^pd^^ . * . » . i '* % *i f t^-k. *, m . ........ ... Oct. 28', P . 40 

4A focus is on research at New York 

conference .Kov. 11^^ P. 21 

Top 50 broadcast agencies for '63 ...... Nov. IS, P. 38 

K&E girds fox battle against non-code 

■ .... . « ^ jt ...;;. .(■> . . ^. . '. « ■ ^^-pv. 25, 1^. 40 
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Making better station presentations. .Nov, 25, P. 38 

Media people urged to greater use of 
music Nov. 25, P. 64 

25% of ad fund for TV/Radio supple- 
ments fashion magazine schedules Dec. 2, P. 44 

Campbell-Ewald dark horse in TV-award 
sweepstakes Dec. 9, P. 34 

Advertisers look at agencies, disagree 

on merits Dec. 16, P. 21 

McCann-Erickson follows trail-blazing 
clients into international markets Dec. 23, P. 34 

Cincinnati agency's new plan for count- 
ing noses Dec. 30, P. 36 

Tape puts showmanship into agency s 

presentations Dec. 30, P. 44 

Radio 

How spot radio reaches working women, .Jan. 14, P. 41 

Equitable returns to net radio Feb, 4, P. 41 

New spot radio estimator published Feb. 11, P. 36 

Radio group selling practices hit as 

rate-cutting Feb, 18, P. 38 

Blintze is captivating new connoisseurs 

via radio Mar. 25, P. 42 

Pictorial report on WINS, New York. , , , April 15, P, 42 
C&W Sound captures U,S. heart and 

purse , , May 20, P. 31 

Regional radio sells for midwest dairy, , ,May 27, P, 35 

Englander goes radio July23, P. 28 

4As booklet on radio research Aug. 19, P. 33 

Ball raps radio rate rise Sept, 2, P. 37 

Warwick & Legler continues emphasis on 

radio Sept, 9, P. 53 

ARB, RKO General to study radio Sept. 23, P. 25 

Improved research spur to ABC Radio 

business Sept. 23, P. 60 

New survey provides Negro market 

dimensions , Sept. 23, P. 63 



How much staying power for radio 

commercials Sept. 30, P. 52 

Agency executives decry 'T^argain 

basement" selling of radio Sept. 30, P. 55 

"Soft, soft sell" ads pushed at RAB 

meeting Oct. 7, P, 39 

Spot radio (bilingual) sells gracious 

living Oct, 7, P. 52 

Stanton warns of "abuse, misuse" of 

editorial Oct. 7, P. 54 

25-year-old copy theme still selling 

cookies Oct. 14, P. 54 

The radio audience for good music Oct. 21, P. 41 

Radio's renewed vigor no fluke, says 

CBS Radio Oct, 28, P. 51 

Totals for radio brand bilHngs at make- 
break point Nov. 4, P, 47 

Growth of television proving "angel" to 

spot radio ,Nov. 11, P. 62 

Spot radio filling valley in grocers' sales 

curves Nov. 11, P. 52 

Calls written copy mistake in approving 

commercials Nov, 18, P, 56 

Agency-backed institute studies FM 

radio audience . , , Nov. 25, P. 51 

Local personal appearance pay oflF, says 

Ted Steele Dec. 2, P. 58 

Interest in old radio drama rises Dec. 9, P. 54 

Radio-TV test for Mueller's Old-Fash- 

ioned Egg Noodles Dec. 9, P. 36 

Survey finds radio draws men in winter 

and summer Dec. 9, P, 45 

FM stronger as competitor to AM in 

Ft. Worth Dec. 16, P, 46 

New national sales organization formed 

in Seattle Dec. 16, P. 47 

Radio pays off for Kroger in Cleveland, ,Dec, 23, P. 49 
Free Cuba Radio — powerful in Latin- 
America Dec, 30, P. 52 
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T'^ mttpp^ts ao-star in :at^u% commerGials . 7, P. 34 
Btiyej>TSargat sliOTps^otln^. . . , . . Jem. 7, P. ES 
IB an ltfip£mrig T V i^a^ buys. ..^ . Jiftx. 14, 

.jy^iF' > %j ij^ .m_^ \4r ,<i: ,<r <> > ^ •> • • i • i ^ fi *J * A Jail J P» '3^, 

^^ End the %tiltargl ffcplpsiart". , . .... . . Jan. 28^ P. 3t) 

TV^ budgj^t feshibns a n^w look . . . . Jan. 28', P. 33 

Td0^&feta Mpt eBalkn^s film. Jan. 2S, P:. 3S 
MMm lkii^#n[-jWf e djeal.., ^^.t r,. V ...... Ffik 4 E 34 

PfeeTOirtstiffii givai tmnrnd 3fnop0 »ntl 

itftrtipn fe mopTOsrdalB . . , , Feb, 11, P. 3& 

Pig^^baiak g^min^ 4*^8^1 te o^p^ . . .Feb. 18, E. JS 
Ei^tman &J)Jnion M ""Vast Wasteland^' . . . Feb. Pi 3S 

sjBgms6Bi survey revBalg brokei^ prefer 

teWrsibnj respondent^ want aloser 

tel^t&M witJi ageneieis:^ . ^ ^ ^ Fj^b. 3^5, P. 27 

M4w BoSiibfliticB for vldeofepe anito^a- 

tim Ss(m ;^tfi$t>m% ....... ^> . .Mm^ 4 P^M 

Btg T&f :^isianuf aRtjirers rely beav|ly on 

TV in lape of problems * Mar. ll, P. 28 

Mote teiiUstic gafe for fcnseteld 

fiPfflffleMiils — . , Mm 18, P . 2S 

OTFt ^ j^Qrt. ........... . .. ..Mar. 18, E 2S 

Popukr% of imall TV sets spell changes 

in TV advertising programing. , *Mar. 23, P. %B 

'K^ networte soar in .3lar. 25, P. 44 

M^fWoXfc inovifes: 4 good TV bjiy?. . . . ..April 22, Pv 40 

lWPTVMfa^fl«iel»il«^^^ * April 22, Pv43 

Imie^giili^ni TV jtHfioris new for©e in 

key markets . . . , , .April 29^ P. 19 

||pon5or«l sjp6rt« Giant TV industty May P. 31 

Tf bdit^ back drsMntinned Arnold 

. ^> .. ^ ...... w . ....,^^.>Ma^^ fvP^^B? 

gOTnmerp^als , May 13^ P. 



Glosed-eircuit hotel TV system makes 

^ade ...... May 

TV set makers on fall video bandwagon . May 

ARB looks at local-live color .June 

Boston bank shifts to late TV news. . . .June 
Bottlers sponsor closed circuit TV 

broadqast .......... ....... . , . . . June 

ETV goes commercial .June 

TV sports ^ Magnet for women July 

Who picks top evening; shows? July 

Movie promoters need TV July 

Gandy^am sweet on spot TV. . . . . .Aug. 

T&dhnology prodiices cinemagraphic 

miracles for TV. ... * Aug. 

Danny Thomas starts seven di season. . . .Aug. 
Omaha retailers; score in prime timQ .... Aug. 
"Pat'* WeavPf coiriments on future of TV.Aug. 
TV night viewing varies regionally ... .Aug. 
Cleveland merchants name new products 

after zany TV star, Ghoulardi. ...... .Sept. 

Weaver predicts new webs with UHF 

growth .Sept. 

Negro models being sought for TV .Sept. 

Patterns changing in Nighttime reruns. .Sept.. 
Sea^s engages North for spot TV test. . . .Sept. 
Paul Gumbdnher Voices di'oll opinions on 

prospects for new TV season Sept. 

Spot TV soars to new high for first half. .Sept. 

Wards^ '*mat service" makes: it easy to buy 

loG„al TV ...... i ii .1 ^ ... . Sept. 

Use of newspaper-versus-tv data 

questioned ........ ^ ... * ^ Sept. 

TV sponsors insist: our product is better. Get. 
TV yule stocking bulg(HS with gift dollars . Oct. 
'Trib" first with morning nBws, thanks to 

TV spots f Oct. 

High-ranking stars spark new era rf 

im.pro ved TV ^ Oct. 



20, P. 33 

27, P. 30 
10, P. 31 
10, P. 38 

17, P. 37 
17, P. 29 

8, P. 29 

15, P. 44 
29, R 35 

5, P. 36 

5, P. 32 

12, P. 34 
26, P. 33 
26, P. 25 
26, P. 29 

2,P,34 

2, P. 31 

9, P. 21 
9, P. 44 
9, P. 26 

16, P. 58 
16, P. 35 

16, P. 38 

23, P, 51 
7, P. 29 
14, P. 21 

21, P. 59 

28, P. 42 
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Speculation that "real country'' video 

entertainment could emerge .Oct. 28, P. 25 

"How the east was won — by KOLN-TV 

and KGIN-TV Nov. 11, P. 36 

Television bought to sell the big-city 

oflBce manager Nov. 11, P. 44 

TvB about to unveil presentation, "Heart 

Beat" Nov. 18, P. 46 

"Are you still using . . TV theme for 

new product Nov. 25, P. 29 

TV battle looms for all-purpose 

cleaner business Nov. 25, P. 23 

TV rides boom in expanding Mexican 

market Nov. 25, P. 44 

British tightening reins on TV spots for 

smokes Dec. 2, P. 50 

W. R. DuflFy asks: "How does your 

product look on TV?" Dec. 2, P. 26 

Local fashion show via spot TV as 

defense against synthetic fabric Dec. 9, P.,26 

Spot television gross for nine months of 

'63 up 23.1% Dec. 16, P. 40 

Daytona jewelers find gems-television 

happy mixture Dec. 23, P. 40 

Spot TV costs rose 2.5% in six months. . .Dec. 23, P. 54 

Reps 

John Blair discusses computers, other 

questions April 1, P. 40 

Petry studies local color TV facilities. . .July 8, P. 35 
Eastman beats the drums for entire radio 

medium Sept. 16, P. 74 

Urges paying station rep by-passed in 

direct buy Oct. 14, P. 59 

Fort Wayne "junket"; a buyers' market 

trip Nov. 4, P. 35 

Blair competes with networks; pushes 

local specials Dec. 16, P, 57 



P&G maintains number one spot as webs' 
TV customer Dec. 23, P. 

Trend to "self-representation" to 

continue Dec, 3Q^P^,S9 

Research 

CBS study measures media effectiveness, Jan, 28, P. 29 
Progress and problems of media research , Fek 4^ P. 29 
CBS study finds most like music, some 

prefer "talk" Mar. 11, P. 34 

"Top 100" concept yields to sophisticated 

research April 15^ P. 27 

Advertisers fight ratings probe panic. . .April 22, P. 29 
BAR robot monitors check 237 stations. June 3, P. 3S 
Nielsen monograph series answers 

critics July 23, P. 32 

Differing ratings techniques , , . . Aug. 12, P. 37 

Advertisers sign for National TV log 

service Aug. 19, P. 39 

Dallas qualitative market facts stir N.Y. 

admen Aug. 26, P. 28 

New Rorabaugh service analyzes share- 

of-market Aug. 26, P. 35 

An interesting peep into viewer diaries . . Oct. 7, P. 43 
ARF joins competition in methodological 

studies Oct. 7, P. 25 

TvB rebuts Starch analysis of newspaper 

"pull^' ^ Oct. 14, P. 41 

NAB-created Rating Council set for early 

1964 Oct. 21, P. 21 

Gals high averages as baseball watchers. .Oct. 28, P. 63 
Raw ratings just one factor governing 

time-buys Nov. 4^ P. 59 

jARB cites the 20 "Best liked" television 

commercials Nov. 11, P. 24 

Grocery Manufacturers seek budget for 

full-scale study Nov. 18, P. 31 

Canada BBM to expand, use IBM, hike 

total reports Dec. 2, P. 64 
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lf€2l Mtrd eamfag§ up. Met smI&s 
ceparted. :i53#M)S^i2^ "e^ttiJ^a-md with 

mSjMxyv E^rtee of jySSS,- 
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:capat;4ty^ S:apir:G 
al^Q SsCryai as 

pr cat?¥P g xipla p 
heatfj^ saks promo- 

tim.i miVh. Mlt-- 



Can n-ET.kk&o«,. fmv^ WMJBt L Doro- 
ifh^^ Ppjfii^ teiti^fty .of Ramsfen :Rug 

matmie^CH are Woraran .NktolsMi (m^- 
iSpiiy Isttufiherrt,^ aM .Arthur' Jtastw 

ftrlite4 0tvyon l^es Lahs.. 
^iltiia ^s^w^l safe fmUnfagir,: with 
tei«qrarte» at PHlaiaelplifia.. 
mi^^M «^ I]9arlb^^^'whti has 

teen ajsi^ni^d M feojrtt^^ ^ffiB% Blkajet,. 
Ivd., M 'Mma^g^r trade Wlattons, 

#ith'aB oiMfePrad'uejB ic^c^ianp.,, 

J^hlrt A* Biiil^ markeHng .manager 
teF^ b|rfli3^aPi BlywpcJd aM do.4rs, 
Halted States Ptympdd^ Ne^w Yof^, w 
dif of prMmt marfeelb^. 

Stebirt: W*: f ifeSi:t, p»dmt dwetop- 
mmt and plawplag !fia:ita|^i:y Kfenr*p4 
MfltrfeliWfli X> to marfetTng ndcaa- 
ag^t mfti iaferu$rl g^fltt^l ^f ad^^rti^- 
iiig, pfodnat managements jaierdtiidrsr 
lfi|, M§lm mMmtiMk Uial-iet f esearofr, 
piodu^l dfe^etopmfut ^i^n^ pla;ftt^ftig^>^ 
i3j|;htt^|l. Pi Mft-^h-alt^ ggaeral safe 
mama^er, P3ijtto?$^ fa Sharp :o:f ex.- 
terml maA^et fag apemlons i^tfh add^d 
few Ji##U^iihtfties fa .^nerd mau- 
agOTert" a^d profesfengLl SPl^vltfeSj, 

» _ Ha^W0Kthf ^ media jup^e^i^Pf , 

©fffetM Milte:| Mltaeap0tfs^', tiamed 
mana^r^, b»ad^gtt medi^'v ft^Mtfag 
tfi M-i" A." -fetters, direetor.. medfa a^d 

tSkmn D'o^„ch;iajti,, %Ille| l-^ouW 
s£ipsi€Co:ri ffidO atidf'^tfry c&anfag 

^tofta pm^m^ m L-im .^fcw^ 



priodum diwim. Gexir^e S^aJTard^ as- 
Bi^tOTt JiMJe^t rtlMiafet o,f Lever, 
named prDduct manager in househxsld 

prodiacts dMsiofe 

Wstfter C. l^i&herf vice president and 

njanaS^^ ^ ^Mi'MUfmn^ Zerfijfh Saigs 

Corp,^^ ChiQagp, to new post o£ vice 
president and geoeM sales manager. 
Philip J., Wwd, Yige pyesid,mt ^nd field 
saies^ manager, to vice president in 
ehargg df di$LfribdtiQri^ 

W. Paul Sawyer, sales promotion 

rtiBnagtr, Sefti?;e pfOdugts, S. 0. Johrt- 
s^on, Rarine, to dMsion adverlising 
man;ager. 3. %. Aadets0nf sales promo- 
tion. specialjsi^speeeed^Sawy^^ in divi- 
sional sales promotion post. 

jRajtoOnd FQurniVal, manager of 
pujilio ri^latipni an4 a:dvertisings Kaiser 
Gyp^um^ Oakland, iCalif., to American 
Cifny Hew York, as manager of corpo- 
rate public relaticyns, 

Walfer C. Fi$her, Ipfmetly vice- 
president and manager of distribution 
at Eeriith JateiSj promoted t0 vice- 
president and general sales manager. 
Philip J. Wood^ previously vice-presi- 
dent; ftnd fleld f ales ;man^ag0r Zenith, 
x^ow viee-presicient in charge of distri- 
bjutibu> 

iSeorgq Ferris from Geueral 
Food^ tO\Ratston Purina, St. L0His» a$ 
director of market research, grocery 
|ff0du;cts dlvMeti (MiMt Chex:, Eiee 
Chex, Corn Che^^, Hot Ralstojn, In- 
UMi R^alstofl, traditional and Seasoned 
Uy-Kfijp, Pnrina Gat Chow, Purina 
Dog Ghow, Purfaa cat litter, Purina 
sunflower seed^uPwin^ wild Hcd seed). 



Ounfiblnner^NoTflth, New Tork^ as- 
signed Krtickerbocker beer by Jacob 
Buppeft Client is fMihulating three- 
fold matketfag program to rrialce 
Knickerbocker numHer oue beer in 
New EiJfilatid', faer^ase ^hafe of rriat- 
ket in other areas, and expand into 
TOW tertitories. 

Geyer^; Morey> Ballard, Los Angeles, 
ntmed fer Mafa Sptinkler Mfg., 
Glendora,, Cajif, 

PMlfp Klein AdWrtisilig, PMladelphia, 
appointed for Manover Gamiing, Han- 

oy#r, ^ 



Uo^te Dane Benibach named for 

Keltol BaMi:ie:S| Im Angeles^ 



Walfha: Asmcs^i of Boston atid New 
Vfe^fk^ g^pofated &^ Butaher Polish, 
of M'aldien^ M ass*. 

JSe^e^toWj tmh &:BrQrlr|^.,/New Yotki 
appointed for ITT Ne^t^ife a whollf- 
owned isubstdlacf of rnternational Tel- 
^phgnt i^nd Tgleffaph fa; PMl|d^)phia, 
makfag heating^ ventilating, air condi- 
f biting ^yllWiCyfc 

hmM il l%tm^mt .D^'nuerHFltzerald- 
Sarpple, N^w ¥03;%, if tte firtt am- 
ti0mfir aid creator of a new ^yndfeate:d 



Pulse service offering age and sex 
data fpr radio audiences in 100 mar- 
kets. Each market will be covered 
once in a 1 2-mont)i period by th^ 
Pulse interview technique. Other mar- 
kets are available upon order. The 
riew iqvualltatjye service expands upon 
the syndicated data begun last year 
for tOQ. station sSibiscribers, 

New fay shop: Watkins Strathmore 
Corp;.^ Kaeine, Wis,, to Bruns Adver- 
tising, New York. Watkins Strathmore, 
subsidiary of Western Pviblishing Corp., 
is preparing to move into mass pro- 
motional toy products. Test markets 
are scheduled for thjs spring, and 
national distribution and promotion 
will follow. 

Peruyian activity: McCann-Erickson 
Internationars Limaj Peru, office has 
added three new accounts: Vencedor, 
paint firm belonging to W,R. Grace 
& Co.; Arco, S.A.., local manufacturer 
of Arrow shirts; and Monterrey de- 
partment store chain. 

Adds accounts^ Gfubb Advertising, 
Champaign, 111.^ and Indianapolis, has 
added two new clients, Gapitol Bank 
of Springfield and Central Illinois Pub- 
lic Service Co.^ Springfield. 

JWT adds account: General Brewing 
Corp. to J. Walter Thompson, Sati 
Francisco, for new Labatt premium 
beer to be introduced in west, 

PKL Yolunteei^: Papert, Koenig, Lois, 
is Advertising Councirs new yolunteer 
agency for United! Nations campaign. 
E;e. Spitiser,, PKL v.p., is supervisor 
on UN account. 




Henderson 



John T. Hen- 
deison, Jt.^ from 

ereative grotip di^ 

rector, N. W. 
A y ex., tt) Lynn 
BakeT, New York, 
in new post of ex- 
ecutive vice presi^ 
dent *'to direct 
major expansion 
pfogra.m>^' Hen- 
derson, who start- 
ed in advertisfag 
with Lynn Baker fa 1955,, also will be 
principal and director of ag<sticy. Earli- 
er he had been writer, director, and 
producer of broadcast shows. 

Theodore V. Herrmann, formerly 
with Beii Sackheitn, to BBBO, New 
York, as aecounf exequtive on Du 
Pont men's wear. 

David E. Facklejr, formerly director 
of adfertising fof %UA Express, has 
joined New YUrk cfffice of Foote, 
Cone & Relding as account executive 
Oh Trans Wptld Alrliness. 

Gharles Rogei^^ manager of account 
depaHnl^nt at Cunningliani ^ Walsh, 
elected assistant treasurer. 

Theoiiore Bmsh, Joseph Brake n, 
Geiie MjcIMasters and Clifford Smith, 

have beeii named a#c0unt supervisor^ 
of Young & Rufei^am. 
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Thomas F. Vie- 
for, Jr., associate 
director of TV 
production, Ted 
Bates, New York, 
elected vice presi- 
dent. Roily Bes- 
ter, casting super- 
visor, to assistant 
vice president. 

Harry Merrick, 
Sr., Kal, Ehrlich 
& Merrick, Wash- 
ington, D.C., named "Ad Man of the 
year" by Advertising Club of Metro- 
politan Washington. 

Shifts at JWT: Three senior execu- 
tives of J. Walter Thompson have 
retired, all directors and active in the 
agency from 39 to 52 years. Longest 
in tenure is James Webb Young, a 
senior consultant who joined JWT as 
a copywriter in 1912 at Cincinnati. 
Next is Kenneth W. Hinks, manage- 
ment supervisor and member of the 
executive committee, who came to 
Thompson's Chicago office in 1921. 
A 39-year veteran is Samuel W. Meek, 
vice chairman and executive commit- 
tee member. Elected JWT directors 
were Henry Schachte, executive 
chairman of review boards, and Don- 
aldson B. Thorburn, senior vice presi- 
dent. In addition, two new members 
were elected to JWTs Profit Sharing 
Trust: William D. Laurie, Jr., execu- 
tive vice president, director, and man- 
ager of the Detroit office; and O'Neill 
Ryan, vice president-director. 
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TIME/buying & selling 

They played "Schedule" and won!: A 
lively added attraction for those at- 
tending WWJ-TV's "The big 4 in 
Detroit" presentations was a specially 
devised bingo kind of game called 
''Schedule." Winning players at the 
evening session in New York were 
Rick Sarlin, SSC&B (desk clock); 
Bernie McCoy, Esty (tape recorder); 
Dan Roth, Young & Rubicam 
(binoculars); John Lowe, Grey (lug- 
gage); Al Schoaz, Benton & Bowles 
(sun-desk lamp). For a look at the 
luncheon session in New York, see 
photo TIME/Buying & selling section. 

KASI and KBIZ to Grant Webb & 
Co.: KASI, Ames, Iowa, and KBIZ, 
Ottumwa, Iowa, have appointed Grant 
Webb & Co. as exclusive national 
sales representatives effective March 
1st. 

WOTT repped by WiUiams: WOTT, 
Watertown, N.Y. has named the Rob- 
ert L. Williams Co. as national rep- 
resentative. 

New BRAD officers: The Broadcast 
Representatives Assn. of Dallas, has 
elected Steve Beard, vice president of 
Blair Television, as its president. 
Other new officers include Tom 
Murptiy, ATS, vice president; Ed 
Robbins, Savalli/ Gates, secretary; and 
Wallis Ivy, Avery-Knodel, treasurer. 
Clyde MelvUle of the Clyde Melville 
Co., past president, continues as a 
Director. Also elected as directors 
were K. Miller, of the Katz Agency, 
for radio, Dave Milam, Edward Petry 
Co., for TV. 

WTAL names two reps: WTAL, 
Tallahassee, Fla., to the Devney Or- 
ganization of New York as national 
sales representative, and to the David 
Carpenter Co. of Adanta as south- 
eastern sales representative. 

KBLU-TV to Weed: KBLU-TV, 
channel 13 in Yuma, Arizona, ap- 
points Weed Television Corp. as ex- 
clusive national sales representative. 
The station is an affiliate of CBS, 
serving the Yuma-El Centro market. 

WBJA-TV to Vic Piano: WBJA-TV, 
Binghamton, New York, has appointed 
Vic Piano Associates, New York as 
national sales representative. Station 
is an ABC affiliate. 

Five to Feltis/ Dove/ Cannon: The fol- 
lowing five stations have named Pel- 
tin/ Dove/ Cannon as their sales repre- 
sentative in Seattle and Portland: 
KPUG, Bcllingham; KSEM, Moses 
Lake; KRSC, Othello; KENE, Top- 
penish; all in Washington, and KOHI, 
St. Helena, Oregon. All five stations 
will continue to utilize Savalli/Gates 
as their national representative, and 
will all become members of Western 
States Radio Empire. The four Wash- 



ington stations were previously repre- 
sentated in Seattle by Day-Wellingtonj 
and in Portland by Jacobson and As- 
sociates. The Oregon station was 
formerly represented regionally by 
Art Moore and Associates. 




Murphy 



John J. Mur- 
phy, Jr. to New 
York headquar- 
ters of Peters, 
Griffin, Wood- 
ward as a televi- 
sion account 
executive. Asso- 
ciated with the 
National Broad- 
casting Co. for 
the past nine 
years. Murphy's 
responsibilities there were in both 
network and spot sales, and he was 
also sales manager of the participat- 
ing division, sales organization for 
"Today" and "Tonight". Earlier, he 
was a timebuyer with Kudner, and 
with Hilton & Riggio, and was also 
associated with Young & Rubicam as 
a media estimator, 

James D. Watterson to New York 
television sales staff of Edward Petry & 
Co. Prior to joining the rep firm he 
was a timebuyer for various Warner- 
Lambert products at Lennen & Newell. 
Watterson's background includes more 
than 10 years in broadcast buying, sell- 
ing, and research. He joined Comp- 
ton Advertising in 1952 as assistant 
to the radio-tv research director, be- 
came a buyer for various P&G prod- 
ucts, and later moved to Lambert & 
Feasley and then Dancer-Fitzgerald- 
Sample as a media buyer. Before his 
stint with L&N, he was a TV salesman 
for Burke-Stuart Co. in New York. 

Dick McCauley to New York sales 
staff of McGavren-Guild. He was 
formerly an account executive with 
WBZ Radio, Boston; had previously 
for more than eight years in various 
posts including station manager. He 
been with WBAL-AM-TV, Baltimore, 
replaces Tom Hardy, who has left the 
rep firm. 

Durant *T)ee" Heather to New York 
television sales staff of Advertising 
Time Sales. For the past four years. 
Heather was a timebuyer at Lennen & 
Newell, where he bought for such 
accounts as Best Foods, Armstrong 
Rubber, Iberia Airlines, Paramount 
Pictures, Stokely Van Camp, and 
Cities Service. 

TV MEDIA 

NBC signs Kirsch, rash of other spon- 
sors: Entering daytime network TV for 
the first time, The Kirsch Co. (Mc- 
Manus, John & Adams) bought "Lor- 
etta Young Theatre" and "'Concentra- 
tion." Kirsch manufactures drapery 
hardware, Venetian and vertical blinds, 
and refrigeration components. Other 
end-of-January business written by the 
network included Corn Products 
(Lennen & Newell) and Kimberley- 
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has been appoint- 
ed general salps 

aj a n a g e X of 
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Grand Rapids. 

He has been 
midwest s a 
aiaa a g er in 
ehafg^ of f adfjg 

fox Edward Petry 
In Chicago. 

Pxior to gofttg 
to Petry in i9S&^ Pipher was. general 
$.ates ntaaagei: t0f WTVH-TV Peoria 
for thxee yearsi. 

Hany Shoabin to director of 
c)|if ratidrts fir WFlt-Ty Philadelphia, 
a move designed to strengthen the- ad- 
ifiinjstration ocf the prdgraM dfpart- 
ment. ShouMn ha^ been program man- 
agex of Txiangle's Hartford - New 
Hwv^a station, WNHC-TV, for two 
year^. 

T.) H.> Pa^er^h^ exefeuti Ve viee pres- 
ident of WITN-TV Washin^to^, N.C. 
was dected a member of the board of 
dire<jtQr$ &t pvmex SForfli Carolina 
Television, Inc. ti:e has been with the 
statfoti sJnQe V§$% 

QhmA (teftty Clfeiter fO G^odsoii- 
Todman Prodactions: as vice president 
iiji Aax^^ of ptagfcam administmtfon, 
Bte was vice pxesWent of program ad- 
ministration at MBC 

HotoW (JU Fmebwtg to personnel di- 
r^tox of Wometco Er^terprises. 

Miew NBC affiUate: WBUD TtentQG 
joixrs the netwtirk Eebxuary 22, the 
day of thp staiflpn's J7ih artnivQrs^iy, 
Bxiadcastin^ on 5 kw day^ 1 kw ni^ats, 
WBtKD i^lio hr^adeaste on EM 
fre<ijtiency of 10Q,5 mc. It will be 
Radio% only outlet iti New 
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* More and rhOre Jeading adver- 
tfsets ar^ choosing the Top Two 
Indiana Markets (jndianapoli^ and 
Terr^ Haute) for ftriaixirfnurn TV 
impact on the more than Six Bil- 
)ian Dollar Hoosier Sales Potential. 



• More than 120 brarids have 
added WTHl-TV which covers the 
Second Largest Jbdi^na TV Market. 



* TKes_e djscerriing advertisers: re- 
CQgnfee the pronounced impact of 
WTHKs single station coverage 
which added to, Indianapolis TV, 
offers, more atjditrqjnal. TV h^mes 
(>v[th a slice: Illinois as a bonus) 
thari even :the most extensive use 
of Indiariapcflis TV, alonev 




WTH I -TV 

CH 10 TERRl HAUTE, IND. 
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1 1 :20 period and Sunday evening 
8:35-9 p.m., starting Feb. 29. Both 
segments include interviews with well 
known personalities in the sport and 
some of the programs originate from 
sites of the racing events. 

Big step toward full-time stereo: 
WRFM New York, which has been 
broadcasting from 6 to 11 p.m. Mon- 
day-Friday and all weekend in stereo, 
added two weekday programs to its 
stereo schedule. They are "Mid-day 
Musicale," from noon to 1 p.m. and 
"Organ Moods," from 3:35 to 4 p.m. 

Sardi*s is scene of anniversary celebra- 
tion; WOR New York threw a lunch- 
eon for International Nickel Co. exe- 
cutives and staff and members of the 
account crew at McCann-Marschalk. 
Occasion was tenth anniversary of 
International Nickel's sponsorship of 
the 7 a.m. news with Harry Hennessy. 

Spanish station sales soar: KALI 
Los Angeles had a record year in 1963 
and looks forward to even greater 
things this year. Last November when 
a rate increase went into effect, 114 
accounts of 116 affected by the in- 
crease renewed and many added to 
their schedules. January of 1964 saw 
a business volume increase of 16% 
over the previous January and 14 new 
accounts were added to the roster. 
These included Hamm's Beer, New- 
port Cigarettes, and Sloan's Liniment. 

East coast statons sold: WFIG (AM 
& FM) Sumter, S. C. and WSME, 
Sanford, Me. both changed hands in 
deals brokered by Blackburn. The 
former, which sold for $125,000, had 
been owned by Fulton B. Creech, 
Fulton B. Creech, Jr., John S. Creech, 
and S. J. Brody. Buyer was Swan- 
nonoa Broadcasting Co., Harvey S. 
Laughter and Thomas P. Tisdale III 
the principals. WSME was bought for 
$75,000 by William R. Sweeney, for- 
mer owner of WLAP, Lexinbton, Ky. 
Seller is Melvin L. Stone who also has 
interests in WGUY Bangor, WRUM 
Rumford, WLOB Portland, and 
WGHM Skowhegan. 

BMI farm system: For the fourth con- 
secutive year, Broadcast Music Inc. 
is supporting the Notre Dame Colle- 
giate Jazz Festival. Five scholarships 
to the 1964 National State Band Camp 
have been donated by BMI to support 
the festival, which is set for April 17- 
18. Awards are made on the basis of 
a decision of a panel of judges. 

Coming of age: Beginning Feb. 10, its 
39th anniversary, WTIC Hartford ex- 
tends programing to 24 hour-a-day, 
six-days-a-week. A growing demand 
for early morning program service 
prompted the move, said spokesman. 
Art Johnson will host an all-night pro- 
gram (11:30 p.m. to 5:30 a.m.) of 
music, news on the hour^ highlights 
on the half hour, and special features. 

Elmo Ellis and Don Elliot Heald, 

stations managers of WSB radio and 



TV respectively, have been appointed 
general managers of the two statioo^, 
with expanded duties. Since la^t Sep- 
tember, Frank Gaither has served as 
general manager of both the Atlanta 
stations, as well as supervising opera- 
tions of all Cox radio and TV stations 
under J. Leonard Reinsch, executive 
director. 

Merlin O. Simundson to station 
manager of WMIN Minneapolis-St. 
Paul. He was general manager of 
KLWW Cedar Rapids and WGGO 
Salamanca, N. Y. 

Lee Gorman to WTCX St. Peters- 
burg in an executive sales capacity. 
He was formerly national sales direc- 
tor for WINS New York and vice 
president and general rnanager of 
WABI radio and TV Bangor. 

Ernesto V. PortUIo rejointd KEVT 
Tucson as an account executive. He 
has been associated with KXEW, same 
city, serving as assistant manager, sales 
director, and acting manager of the 
station. 

Michael R. Sigelman to promotion 
and community relations director of 
WDGY Minneapolis-St. Paul, from 
Jaffe Naughton Rich Advertising. 

Guy Corley named vice president 
and general manager of the Founders 
Corp., owner of WFBL Syracuse^ 
KORL Honolulu, and 50% owner of 
WSME New Orleans. Corley has 
been vice president and general man- 
ager of KLFY-TV Lafayette. 

SYNDICATION & SERVICES 

William B. Al- 
len has been ap- 
pointed manager 
of engineering at 
Ampex Corpora- 
tion's video and 
instrumentation 
division in Red- 
wood City, Calif. 
The appointment 
was announced by 
Robert J. Weis- 
man, general man- 




Allen 



agcr of the division. Allen was for- 
merly manager, electronics laboratory, 
ballistic missile division, Hughes Air- 
craft Co., at Los Angeles. He also 
served as manager, product engineer- 
ing department, in the company's re- 
search and engineering division. In 
his new post, Allen is responsible for 
development of Ampex magnetic re- 
cording equipment for televis'on broad- 
casting, space exploration, defense, in- 
dustry, and meuicme. 

Robert R. Weston has been promot- 
ed to vice president and assistant to 
Leonard Lighstone, executive vice 
president of Embassy Pictures Corp. 
Weston previously served as vice pres- 
ident in charge of world advertisiiig, 
publicity, and exploitation for the com- 
pany. He joined Embassy in Novcmhcr, 
1960, as advertising manager, subse- 
quently being promoted to director of 



advertising. He vii0^s appointed vi^e 
president in charge of world adverlik- 
ingi publicity ahd ^xplqitiatr©^ in J^^ri- 
Uary^ 1963. Before joining: Embassy 
he was assistant advertising manager 
at United Artists. 

Morton J. Wagner has purchased 
the PeteT Frank Drganizatioti co^m- 
panies and divisions that create^ pro- 
duce for, and sell audip services to 
broadcasters. The purchased corti- 
panies provide programing awd pro- 
duciion services fpr all types pf radio 
stations, iricludiiig production aids, 
station image identification concepts, 
commercials, and dramatic and X^lk 
features, A separate division custom- 
creates materials for other broadcast 
purposes. In negotiation four months, 
the transaction involves over $1.5 mil- 
lion and affects more than 75 employ- 
ees in five offices. Wagner, , for the past 
18 months executive vice president and 
managing director of the organiz^atton, 
is a Broadcast Pioneer whose back- 
ground includes 22 years in and tele- 
vision. The Wagner companies are 
Stars International Prpducers; MuSi- 
Creations, Inc. (formerly PFO Radio & 
Television Productions, IncX Dallas; 
and Richard H. Ullman Associates, 
Inc., the sales company, which fields 
a force of 1 5 men who sell the prpd- 
ucts created and produced by other 
arms of the Wagner companies. Inter- 
national headquarters is located at 
5420 Melrose Ave., HollywPod. 

Erwin H* Ezzes, executive vice pres- 
ident of United Artists Television, an- 
nounces that "United Artists Showcase 
2," its newest feature package in dis- 
tribution, comprised of 40 films and 
released in late November is 50% 
ahead in sales over any feature pack- 
age previously sold by UA-TV. The 
total markets equal 37 with the addi- 
tion of 17 new sales. Ezzes said a grati- 
fying factor in the distribution of UA's 
large feature film library is the re- 
newed interest and the rebuying of the 
RKO and Warner Brothers libraries. 
UA-TV had enjoyed greater sales suc- 
cess for these two pre-'48 feature pack- 
ages in 1963 than in any of the per- 
vious five years. This includes over $3 
million in contracts in New York aatl 
Chicago alone: "UA Showcase 2" is 
largely made up of post-'57 releases:, 
and includes such titles as; "The Fugi- 
tive Kind," "Happy Anniversary,'^ 
"The Bachelor Party," "The Horse 
Soldiers," "Inherit the Wind," "^Moby 
Dick," and "Separate Tables/' Eleven 
features are available in color: 
'The Naked Maja," "Mighty Or- 
pheus," "Trapeze," ''Heidi & Pem, 
"The Unforgiveti;' "Mighty Ursus, 
Horse Soldiers," "Tunes of Glory, 
"Minotaur, Wild Beast of Crete, 
"Vera Cruz," arid "Sword of the Con- 
queror." UA-TV has found stations 
to have a greater interest in color pro- 
grarhing, and demand for programing 
feature films in color is expected Jo hit 
a peak in 1964. 
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Election Hopeful aspect for the bin: 

^^^^ OP®^ r^le pemittlftg amendments from tAe fX^oi? e-OvLlA 

tricate the bill from too tough a stance,^ arid ma;ke it 
toore palatablet to fence-sitters. 

Also, the whole House is up for reelection cgmB. K a\ni,mb3.3f 
and everyone needs his broadcaster^ gut sqiqe wijl th^ltjc 
twice before giving an opponent a chgpce to t#I,l ywtBFg 
that broadcasters were favored at the expepse of thB 
public. 



Best Bet 



NAB's Plan What's ahead if the Rogers bill foundei-s badly in the Hou^e 
industry's -or passes the House and dies in the Senaterf 

Most helpful possibility, if not a complete ^n^w^e^r, ia the 
NAB's SlOOyODO promotion to make the country co^^aious. ic?f 
the Code^ and of broadcaster efforts^ to iiphold it* In the 
business of reaching the public, the broad^.a^s^er holds, 
all the aces, TCC Gha.irman Henry make/s uq bo^nep ^boait 
fact that only a small percent af AinericanB know abpi:it th^ 
FCC ox what its job is. 

NAB's Code Authority Director Howard Bell joasde it clegx 
that the promotion was aimed at mt)re self -r-rergulst ioia b^ 
indus t ry . He warne d that the he at wo u ld be on f op trhBSlg 
who do not get on the bandwagon.. 



Collina, It would seem that NAB's: Callins and Beill had ;r#ad, vflt^f 

carefully, the Senate warning sigps: 
Saw Warnings That the FCG must cooperate with s.e;lf-refeUlatoTy m^yBg ; 

and that industry must make these moves oieiar., iJ .krdaj^r^ 
cast commercialism is to get oUt of its coiH rovers Ijal 
spotlight . 

Said Bell: "If we tell this story effectively, wei will 
make self -regulation even more effective. ^ * If laeli- 
bers of the public understand what the industry is doltig 
in self -regulation, they will be. less fnclii^d to: loiik to 
the FCC for reform.^ That last might have raad,, th;^ 
"inform0d" members of the public. 

Broadcasters » incidentally, will have to look fp1?te3?d t0 
increasingly informed public* Broadcasters wid aiSMertlS- 
ers could stand reminder that eollege^ enrollmBnt h^s 
broken records for the IS^th conBecutiy^. y^ar : over 4*5 
million are now gnrolled. 

FCC has also said it would be on the w^tch for indus- 
try action. 

The Commission has never fot* a mQ|]i:@i;t .r;eXinagi^hpd its 

claim that it has th^ right b^ fftalutofy autJl0ri4y>. to 
ddai with overcommereializatioja by "wha^Mtir 

and appropriate m&ans^^ it thinks begt* 
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